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Gain all these 


from Automatic 2 
Metered Quantity Contras 


.. With BRODIE SHOCK-FREE QUANTROLS 


+ Puts automation into bulk handling 

+ Just set it and start it 

+ Stops flow smoothly at preset gallonage 

+ Avoids spillage hazards and losses 

+ One operator can handle several transfers 

+ Accurately measures exact quantity delivered 

+ Hydraulically actuated for cushioned closing 

+ Avoids shock-damage to pumps, lines and equipment 

+ Adaptable to existing installations of Brodie 
BiRotor Meters 

+ Completely unitized replaceable assemblies 

+ Readily inspected or serviced 

+ Equipped with emergency safety shutoff 


Whether you're considering a new Brodie Quantrol 
installation — or converting existing Brodie BiRotor 
Meters to safe, automatic SHOCK-FREE Shutoff, 
contact your nearest Brodie Specialist today. 


ON EVERY LINE FROM 2” to 8” — Capacities 
100 to 1300 gpm—Working pressures to 150 psi 


RALPH N. BRODIE COMPANY - San Leandro, California, U.S.A. 


MT. VERNON, WN. Y. DALLAS 7, TEXAS CHICAGO OFFICE: SEATTLE 9, WASH. LOS ANGELES 22, CALIF. 
550 So. Columbus Ave. 167 Parkhouse St. 1227 Circle Ave., Forest Park, Ui. 221 9th Ave. N. 5401 Sheila Street 


REPRESENTATIVES WITH STOCKS AND SERVICE FACILITIES IN ALL PRINCIPAL CITIES 





1957 CAN BE YOUR 
BIGGEST PREMIUM YEAR 


The public’s increasing demand for better automobile per- 
formance has led to a steady increase in compression 
ratios. For example, the average standard compression 
ratio has jumped a full ratio in the last two years. 


Result? Even though the petroleum industry has increased 
the quality of all gasoline, many automobile models are 
now in the “premium gasoline: class.” Owners’ manuals 
recognize this and specifically recommend premium gaso- 
line for best. performance in more and more models. 

During 1957, then, you have more reason than ever to 
promote—and a better-than-ever chance to sell—your 


premium fuels. And in the process, to create more satisfied 
customers. 


This year, as in the past, Ethyl offers its full deck of 
marketing services and looks forward to working with 
you in your promotional plans. 


ETHYL CORPORATION 


100 Park Avenue 
New York 17, N.Y. 
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Prevent costly vapor loss with pressurized 


1pw tank vents 


There’s a vapor saving OPW Tank 
Vent for every purpose. Precision 
machined, product engineered for 
lifetime use, they are your IN- 
VESTMENT against vapor loss 
due to product expansion and tem- 
perature variation. Weighted to 
specifications, OPW Tank Vents 
trap and hold vapors and release 
only at set pressures, insuring max- 
imum protection and dollar divi- 
dends. Double mesh screen readily 
accessible for inspection maintains 
bulk storage safety. 


OPW MANUFACTURES VENTS FOR MOST SIZES AND TYPES OF TANKS 
No. 209 





© SMALL HOME STORAGE TANKS 

© FARM SKID TANKS 

© UNDERGROUND STORAGE TANKS 
© ABOVE GROUND STORAGE TANKS 


i J Send for the OPW Tank Venting and 
Emergency Relief Recommendation Chart! 


OPW CORPORATION 


2735 Colerain Ave. © Cincinnati 25, Oblo © Kirby 1-5400 
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MOBIL fears, 


DONALD CAMPBELL'S BLUEBIRD HOLDS 


fA om = WORLD'S UNRESTRICTED WATER SPEED | 
/ \ b S L > RECORD — 225.6 MPH. THIS 22-TON CRAFT _ 
> — ae =a S IS POWERED BY A JET UNIT THAT DEVELOPS | 


4,000 LBS. THRUST. THE BLUEBIRD IS FUELED | 
WITH MOBIL GAS TURBINE FUEL... | 








WYorLD's TOUGHEST UPHILL RACE — 
THE PIKE'S PEAK HILLCLIMB TWISTS AND WINDS 
14,109 FT. UP THIS FAMOUS MOUNTAIN. 
1956 WINNER, ROBERT UNSER, SET A NEW 
COURSE RECORD... REACHED THE CREST IN 
14 MIN., 27 SEC. HE CHOSE MOBILOIL 
PROTECTION FOR HIS CAR... 


pr 
uae 





It it’s the fastest . . . if it’s the first of its kind. . . if 
it’s the largest ever built—if it needs the finest lubrication 
protection—then the chances are it’s lubricated by Mobil. 


SOCONY MOBIL OIL CO., INC., ana Attiiates: MAGNOLIA PETROLEUM CO., GENERAL PETROLEUM CORP. 


oo YORK 17, N, Y.—150 B. 42nd &. « CHICAGO 5, ILLINOIS—659 E. Van Buren St. « er yg od 18, MARYLAND—1914 North Charles St. « LAE 1, 

7 First St. « KANSAS CITY 13, MISSOURI—025 Grand Aves. «© DETROIT 82, MICHIGAN—903 West Grand Bivd. « ST. LOU SSOURI— 

Mt Lindell Blvd. * DALLAS 1, TEXAS—Magnolia Petroleum Co., Magnolia Building « LOS ANGELES 54, CALIF—General Petroleum Corp., iy 's. Flower 8t., 
Secony Mobil meteteine @ any other conveniently located service offices to give you close and fast cooperation 
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Behind Our Headlines 


Reporter's Honeymoon 


WHEN I told you recently about the extensive travel 

schedules of NPN’s reporter-editors, I was talking 
about business trips—gathering information for NPN 
readers. One of our men carried that spirit of travel into 
his honeymoon. Instead of going to an orthodox spot 
like the Poconos, Bahamas, Carmel or Niagara Falls, 
he flew his lovely bride to Guatemala. 

The staffer is Richard C. Schroeder, who is in charge 
of our merchandising section. His bride is Pollyanna 
Tribouillier, a member of the Guatemalan delegation at 
the United Nations. A Dartmouth graduate, Dick took 
Polly to Hanover, N.H., where Dartmouth is located, for 
the marriage ceremony. Two days later they were in 
Guatemala City, where Polly’s parents live. 

Dick applied the busman’s holiday touch to the honey- 
moon and brought back some oil marketing notes. “We 
visited a town called Chichicastenango,” reports Dick. 
“A big place as Guatemalan towns go, it boasts one service 
station, which handles Texaco products. 

“The only access to the mountainous town is over rug- 
ged, twisting one-lane roads that rise above 8,000 feet in 
the passes and drop to 4,000 feet in the valleys. Gasoline 
is trucked in barrels on a flat-bed truck. Fifteen barrels, 
each weighing 400 pounds, make up one truckload. The 
product is dumped into storage tanks, and the barrels are 
reloaded with stone, to serve as ballast for the tortuous 
return trip and to supply a cement plant with raw material. 

“This is what the road looks like:” 







FACTBOOK Tip-off 


"Two exceptionally good features have been lined up 
for NPN’s third annual FacTBook, which will be in 
the mail about the end of May. 

One is an up-to-date statistical rundown on jobbers 
with some pertinent figures on their earnings, expansion 
plans and size of their operations. A look at the returns 
so far shows that on the whole they represent a healthy 
segment; but they are tussling with some vexing problems. 
Our report contains the detailed data. 

Another feature will be a directory of manufacturers 
of oil marketing equipment, compiled for the first time. 
It will be a companion piece to our TBA buyer’s guide. 
The two will constitute a complete source of product 
information for oil marketers. 


FRANK BREESE, Editor 















Typical bulk plant at Flemington, N. J., has four Red Seal ticket-printing 
meters. High accuracy helps GLF’s 66 plants stay well within the industry- 
standard %% overall loss factor. 


Meter-printed tickets help preserve fine relationship of trust between 
driver and patron. The 1500-gal. trucks have two 1)2” meters. 


GLF’s 120,000,000 Gallons a Year 
Metered TWICE through 6OO Red Seals 


For 225 tank trucks and 66 bulk plants serving 70,000 farm 
patrons in New York, New Jersey and Pennsylvania, the Petro- 
leum Div. of Cooperative G.L.F. Exchange, Inc., has standard- 
ized on Neptune Red Seal Meters. 

What were the deciding factors? GLF officials studied their 
own meter records. They asked their servicemen .. . the men 
who fest and repair the meters. Everywhere was evidence that 
Red Seal meters stay accurate with the least fuss and bother 
... and the lowest overall expense. 

Founded in 1920, GLF entered the petroleum business in 
1936. All products are filtered twice and metered three times 
... at terminals, bulk plants and trucks. Meter-printed tickets 
keep track of every gallon. 

This is just one more case history of the savings you too can 
make with Red Seal’s sustained accuracy and low maintenance. 
Ask the Neptune jobber in your area for details. 


Three service trucks, manned by skilled meter specialists, carry 
spare parts for all of GLF’s 600 Red Seals. The parts inventory 


is amazingly small and eas: manage. uck carries a 
50-gal. eg agg fee ane bos a pe gal ‘S00. NEP T U N E M E T E R Cc Oo M P A N Y 
athe 19 WEST SOTH STREET * NEW YORK 20, N. Y. 


neptune 


Branch Offices: ATLANTA * BOSTON * CHICAGO * DALLAS * DENVER * NO. KANSAS CITY, MO. 
LOS ANGELES * LOUISVILLE * PORTLAND, ORE. * SAN FRANCISCO (Millbrae) 
in Canada: Neptune Meters Ltd. . 1430 Lakeshore Rd. . Toronto 14, Ont. 





How Neptune Meters make money and save for 


[/ATLAN 


AMES A es ee ian sings pa ve ae 


Halstead Oil Company trucks have interesting dual meter 
rig. In right side of compartment is 2” Auto-Stop fuel-oil 
meter, pump and reel combination. In left rear compart- 
ment is 3’ Red Seal compact with 3” piping for fast gravity 
delivery of gasoline. Halstead bought first Red Seal in 1945. 


Red Seal meter users are backed by a complete local-level 
parts, service and testing program. Meter testing equipment 
like this is strategically located near you. Or you can handle 
your own field repairs simply by exchanging worn or 
damaged units for guaranteed factory-reconditioned units. 


cage oe 
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others: 


Sielcindel 
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London Oil Company delivers as much as 7,000 gallons per day through 
this 1500-gallon truck equipped with 2“ Red Seal Auto-Stop Print-O-Meter. 
Mr. George E. London, president, says good local service . . . through 
Neptune’s Raleigh jobber . . . is important factor in his choice of meter. 


Working at temperatures from 12 below to 109 above, seven Red Seal 

~ meters at Sinclair's Ft. Madison, lowa, terminal have put through a yearly 
average of 6 million gallons each since Jan. 9, 1950. The meters were 
recently up-dated by adding Print-O-Meter registers, a move made eco- 
nomical by Neptune’s Unit Replacement Plan. 


Shell Oil Company’s terminal at Baltimore, Md., relies on Red Seal bulk 
plant meters for sustained accuracy with low maintenance costs. Note 
simplicity of piping hook-up. Red Seal’s double-case design eliminates 
inaccuracies caused by piping stresses. 
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Extra-strong, 
for faster, safer aircraft fueling 


Won't collapse under strong suction used in defueling 


Hr: a hose that has every known 
safety feature built into it. It's 
B.F.Goodrich Type 39, at work deliv- 
ering fuel at New York International 


Airport. 

y geet braided wire and cotton con- 
struction gives this hose extra strength 
without making it stiff and bulky. The 
2” size, for example, is factory tested 
to 800 pounds psi. It has better than a 
5-to-1 safety factor over the recom- 
mended 250 pounds working pressure. 

Safe and strong as it is, thik hose is 


ere 


Photo courtesy Allied Aviation Fueling Company of New York, Inc. 


also flexible, easy to handle. It won't 
collapse to cause shut-offs or slow up 
deliveries. Hose works equally well in 
top deck or reel service. The 2-inch 
size permits fueling as fast as 200 gal- 
lons a minute. 

The cover is smooth, no ridges 
to snag on rivets or sharp edges. And 
it’s tough — oil and gasoline won't 
hurt it, nor will exposure to all sorts of 
weather. 

B.F.Goodrich aircraft fueling hose 
meets all NFPA specifications as 


full-flow hose 


approved by the CAA, major airlines, 
and insurance underwriters. Call a 
B.F.Goodrich distributor for more 
information, or write B.F. Goodrich 
Industrial Products Company, Department 
M-891, Akron 18, Ohio. 


B.E Goodrich 


INDUSTRIAL PRODUCTS 
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Letters 


Long leases aren't the answer, says a dealer... 


why one jobber doesn’t like LP-Gas . . 


. what's 


wrong with major-company retirement plans 


To THE Epiror: 

After reading about short and long 
leases (What Do Long Leases Offer 
You and Your Dealers?, NPN — 
March, p92) and talking with other 
dealers, I am of the opinion that short 
or long leases can be figured on the 
amount of trust dealers have for their 
suppliers and vice-versa. 

The dealer who does not trust his 
supplier wants the longest lease. The 
dealer who is not too sure of how 
much trust he can put in his supplier 
wants a longer lease, but he won’t go 
too far out of his way to get it. The 
dealer who does trust his supplier is 
satisfied with his present lease—some 
do not care if they have a lease or not. 

Dealers who have been hurt by their 
supplier or supplier’s representative 
many times know only the salesman. 
Not trusting him, they want a long 
lease to protect themselves. these deal- 
ers do not need a lease as much as 
they need an interview with someone 
who can rebuild their trust in their 
supplier . . . 

So why doesn’t the supplier do more 
to gain the dealer’s confidence and 
trust and vice-versa? Only then will a 
lease be a protection for all concerned 
rather than a weapon to use against 
each other. 

ELMER L. HoRSTMEYER 
Hyde Park Service Station 
Cincinnati, Ohio 
Dealer Horstmeyer received awards in 
the National Brand Name Retailer-of-the- 
Year Contest for 1954 and 1955. 


To THE EpirTor: 

Your “What Do Long Leases Of- 
fer?” tells the full story. 

Retail marketing in the petroleum 


industry has developed into a multiple 
and complex business operation. It re- 
quires able and qualified men. In order 
to attract and retain that caliber of 
personnel, we must think in terms of 
good business requirements. One pri- 
mary requirement is long tenure of 
possession, enabling the lessee to make 
necessary investment in equipment, 
giving him a sense of security, and 
tending to remove the stigma of “sec- 
ond-class operator.” 

A qualified dealer with a long term 
lease has a feeling of stature in the 
community. 

I am of the opinion that long term 
leases are of mutual benefit to dealer 
and supplier and, indirectly, add pres- 
tige and importance to the oil business. 

SAMUEL ROSENWASSER 
S. R. Service Stations 
Brooklyn, New York 


LP-Gas Worries 
To THE EDITOR: 


I was interested in your article “Is 
There Room for You Today in LP- 
Gas?” (NPN—Feb., p97) 

Our company has taken a long look 
at LP-Gas on two occasions, one right 
after World War II and again about 4 
or 5 years ago. At that time, even 
people like Shell, Phillips and Skelly 
were not overly enthused about the 
possibilities. 

One of the big obstacles has been 
and still is the heavy investment re- 
quired for equipment. This seems to 
be not only an initial problem, but a 
continuing one. 

Others who were in the distributing 
field several years ago seemed quite 
discouraged with the supply problem 
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EVER-TITE 


-the best quality 
QUICK COUPLINGS 


You save time and 
money when you use 
Ever-Tite Couplings 
because they speed-up 
deliveries, prevent 
leakage, and save 
wear on equipment. 
Tightness is pre- 
determined in manu- 
facture by positive 
gasket compression. 
There are no sliding 


rings—no springs, 
ball bearings, snaps 
or lugs to fit. You 
just slip the coupler 
over the adapter, and 
close the handles. 

If you want to get 
the most in coupling 
value get Ever-Tite. 





THER NEW 
Major Oil Company : 
Loading Rack in Action . . .} 


operating with OILCO 
LONG-RANGE LOADER 


To meet the requirements of the in- 
dustry—distributors, bulk plants and 
marketers—Oilco has perfected this 
assembly of extreme long range—a 
new loader which, without re-spot- 
ting, loads transports and tank cars 
in a jiffy. No intricate mechanism. It 
does its work quickly, easily and 
efficiently. 

This Spring-Matic assembly in- 
cludes No. 150 self-closing, shock- 


Sizes 3” and 4” 


proof loading line valve, and two 
Model 857 swing joints equipped with 
TIMKEN tapered roller bearings to 
insure positive alignment and greater 
friction-free load capacities. 

The above illustration shows a 
new, modern installation employing 
24 of these new Spring-Matic loaders 
on two racks, performing the job for 
Bg it was intended and doing it 
well. 


Write for Folder A-7 for complete description 


OIL EQUIPMENT MANUFACTURING CO. 


3100 VERMONT A 


VE LOUISVILLE 11, KY 





MANHOLES 


Three 
deep 


fill most needs. In sizes 6” 1.D. x 6” 
10” 1D, x 744" 
No. 60 is steel skirted, ' 
all-cast-iron. All have non-skid diamond tread 


deep, 8” 1.D. x 
, manholes are of rib-reinforced cast iron 
i . 62 is locking type, 


product identification to your specifications at no extra charge. 
Write for complete information and prices. 


Available at your local oil 





UNIVAL 


equipment jobber. 


UNIVERSAL VALVE COMPANY 
P. ©. BOX 444-N ELIZABETH, N. J. 
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Letters 


during the cold weather months. 

We have found that there has been 
a lot of LP-Gas business in our area 
that was of short duration. Households 
would set up a tank.for LP-Gas that 
would be removed as soon as natural 
gas became available. 

Our section of the nation, and Illi- 
nois in particular, has been the seat 
of some very bad explosions which 
have given gas in general, and LP-gas 
in particular, a black eye. 

MILES SCHERMERHORN 
The Schermerhorn Co. 
La Salle, Illinois 


To THE EpiTor: 

The [LP-gas] article is very informa- 
tive. In circulating it through our 
office, we noted one or two minor in- 
accuracies that are not substantial, but 
I wanted to bring them to your atten- 
tion. 

The comparison on electric appli- 
ance sales versus LP-gas appliance 
sales should note that electric sales are 
made throughout metropolitan areas 
where LP-Gas does not compete. Cap- 
per’s Farmer, in its 1955 study on 
cooking in the Great Plains, found LP- 
gas ranges were selling on a one-to-one 
ratio with electricity in rural areas. 

Our statistical department tells me 
that of the 3,200 [LPG] filling stations 
listed in our directory, over 50% are 
located on the key highways. 

We are uncertain as to your source 
of information on sales of tractor con- 
version units. However, it is thought 
that the figure of 45,000 was secured 
from our statistical reports and con- 
forms to the figure in our mid-year 
report. Our full year report is not com- 
plete yet, but it appears sales will range 
close to 80,000 units, a substantial in- 
crease over ’55. 

ARTHUR C. KREUTZER - 
Vice President and Council 
Liquefied Petroleum Gas Assn. 
Chicago, Illinois 


Up-Dated Retirement Plans 
To THE Epiror: 

Generally the pensions now being 
received by retired oil men are based 
on a formula established years ago. 

The effect of increased cost of living 
upon fixed pension benefits is imposing 
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a tragic penalty to some retired people, 
particularly those retired in the lower 
income brackets. These elderly people 
are reluctant and afraid to complain 
because they fear losing what little 
they already have and need during 
their last days. 
Many of these people believe pen- 
sions should be adjusted—up and ELECTRIC 
down—based on the cost-of-living in- 
dex formula used to adjust the salaries CONSUMER 
of employes in active service. To cor- 
rect the predicament of retired people ? PUMP 


will require solving many complex 
problems, too involved to interest the 
younger management of today not yet 
seriously thinking of “R” day. * Horizontal register All of the convenience, accuracy and 
Something should be done. Probably | , Lighted dial face available dependability of world famous Bennett 
a Retired Oil Mens Assn. (ROMA) x 4 service station pumps are built into the 
could be the common ground for ex- | ® “Multi-level” tilted dial face new Fleet, Jr. to make every fueling job 
changing information and formulating © 51” overall height faster and easier on farms, estates, or 
a plan of organized action to bring for small fleets and industries. 
about a solution. “Multi-Level” Fueling Design, new extra height and 
Retired people, or those about to “tilted” dial area assure easy readability regardless of 
retire, who are interested in this are vehicle size or elevation of vehicle fuel tank. 
invited to direct their expressions to Direct drive rotary pump and motor. Adjustable com- 
me. They will be treated confiden- | @gss pression type intake coupling. Heavy gauge steel hous- 
tially. \\ ing over welded chassis. Easily accessible for 
Let's begin NOW to do something s inspection and service. 
about it. te 





GERTHAL FRENCH 
1145 §. Shenandoah St. 
Los Angeles 35, Calif. 


Dealer Relations Pattern 
To THE EpITor: 

I enjoyed reading your February 
article on management (“We Need 
More Small Capitalists”— -Feb., p105). 

My personal opinion is that we will 
find many approaches to the problem 
of improved dealer relations during 
the next few years. While some me- 
thods may prove more successful than 
others, I am convinced that the honest 
intent of management to improve these 
relations is the most important ingre- 
dient in any of the plans. 

No doubt, five years from now a 
pattern will have emerged which can 
be used with some degree of predict- 
able success. At the moment, at least, 
some of the programs would appear to 
be an experiment. 

H. I. HoL_sroox 
Union Oil Co. of California 
Los Angeles, Calif. 


What's Your Opinion? 





We'd like to know. Send your SMALL FLEETS ~- FARMS: ESTATES- INDUSTRY 


comments, criticisms, sugges- Bennett Pump Division 
tions to: Editor, National Pe- Joun Woop COomPANY Muskegon, Michigan 


Non Yer ae er — IN CANADA: JOHN WOOD COMPANY LIMITED 


Toronto * Montreal * Winnipeg * Vancouver 
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THIS NATIONAL gives complete sales information pius firm contro! over all cash and charge transactions. 


bak 


LUBRICATION wasy 


ParLANTiC 


FAST, RELIABLE Service builds customer good will for 
Goode’s Atlantic Service. . 


“Our ational System 
saves us 2,100 a year... 


1” 


pays for itself every 11 months! 


— Goode’s Atlantic Service, Salisbury, Md. 


“Our National Charge-Posting Reg- 
ister is so efficient that it saves us 15 
hours’ bookkeeping each week!’’ 
writes Willard L. Goode. “Because 
the register automatically totals and 
classifies each transaction, we know 
exactly where we stand in each sales 
department at the end of the day. 
“We no longer experience forgotten 
because every transaction 
must go through the register where 
the audit strip records all pertinent 
sales information. At the same time, 
the customer receives a printed 
receipt as his take-home record. Cash 


shortages are reduced to the mini- 
mum. This system speeds service and 
has done much to build our customer 
good will. 

“Measured in terms of time- and 
money-savings, our National System 
saves us at least $2,100 a year—it 
pays for itself every 11 months. I 
strongly feel that no service station 
can afford to overlook these benefits!” 


hil xfvez 


Owner—Goode's Atlantic Service 


THE NATIONAL CASH REGISTER COMPANY, Dayton 9, Ohio 


989 OFFICES IN 94 COUNTRIES 


12 


WHLARD L. GOODE, owner of this 
modern service station. 


| A National System can provide extra 


control and profits for your service 
station. Nationals soon pay for them- 
selves through savings, then continue 
returning these savings as extra annual 
profit. For full details, consult your 
nearby National representative today. 
He’s listed in the yellow pages of your 
phone book. 
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Money-Making Ideas 


An animated cartoon mounted on the side of D. S. Samuelson’s 
service truck really catches the public eye in Los Angeles. Samuelson, 
Union Oil dealer, adapted the cartoon figure from the company’s 
“Minute Man” symbol. Six-volt motors animate the legs, so the figure 
appears to be racing along. Samuelson says it’s made many new friends. 





If your business cards aren't attract- 
ing much attention, you might try 
something like this. Ross E. Burns of 
the Southwest Grease & Oil Co., 
Wichita, Kan. has sealed his cards in 
a plastic bag filled with grease. May 
not be beautiful, but guaranteed to be 
attention-getter. 

$ 


When his telephone number was 
changed, Mobil dealer Bill Davis in 
Carson City, New., used the occasion 
as a promotion opportunity. He had 
500 combination key chains and park- 
ing-penny-holders made up with his 
new phone number on them, and gave 
one to each customer. 


$ 


Naming his station pumps after his 
children helps to build friendly feel- 
ings for Dick Currie, a Standard of 
Indiana dealer in Big Rapids, Mich. 
He signalized the birth of each child 
by painting the newcomer’s name on 
one pump face. In due time, the names 
of four sons and four daughters dec- 
orated the eight faces of four pumps. 
His own and his wife’s name appear 
on the other two of his six pumps. 


$ 


The dealer association in Phoenix, 
Ariz., has started an employment 
agency at the association headquar- 
ters. The office will register prospec- 
tive employes and members may call 
the office when they need help. The 
office will check references and other- 
wise attempt to screen applicants. 


Headlight-aiming service is going to 
be pushed in all Standard of Ohio 
salary-operated stations this year. The 
company is installing the latest equip- 
ment, and is conducting training ses- 
sions to demonstrate its use. 


$ 


Here’s something to file for next 
winter. Five Gulf stations opened sim- 
ultaneously in one city this past winter, 
and for an opening day gag, all the 
station employes wore costumes sim- 
ulating red flannel underwear. Apron- 
size signs tied to their backs carried 
the message: “We're winterized—are 
you? Use Gulf Antifreeze.” 


$ 


Helping out a next-door neighbor 
also helps build business for Indian 
Village Service in Detroit. When cash- 
and-carry customers of the adjoining 
dry cleaner shop were stymied by a 
7-9 a.m. parking ban, Indian Village 
kindly offered the use of the station 
lot for rush-hour parking. Helps busi- 
ness for both establishments. 


$ 


E. E. “Doc” Ives, a Humble Oil 
service station dealer in San Antonio, 
Tex., uses the old bean-guessing game 
to get customers in the habit of stop- 
ping at his station. During football 
season, he gives away two footballs 
weekly to the two children guessing the 
closest to the actual number of beans 
in a bottle. The contest can be used 
when other sports—such as basketball 
and baseball—are in season. 
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“Guess Gas” is the name of a 
promotion stunt used by a Pure Oil 
dealer, Stanley Heidanus, of Kala- 
mazoo, Mich. A 2 ft. by 3 ft. sign 
hung on the pole in front of the 
station, offers free gasoline to those 
who guess how much will fill their 
tanks. He also promotes the offer 
with handbills and radio spots. To 
give him better odds, the customer 
need not guess the amount right on 
the head. If the last digit shows on 
the meter, he wins. About 25% of 
the regular customers take a chance. 
Costs the dealer about $35 worth of 
free gasoline a month. 


$ 


Shell Uil Co. furnishes its dealers 
a two-piece door jamb sticker. Top 
section is check list for recording date 
and mileage for oil change and lubri- 
cation, as well as service on oil filter, 
air cleaner, transmission, differential, 
wheel bearings and tire rotation. A 
short, detachable tab at the bottom 
has space for the customer’s name and 
the date of the last service performed. 
The dealer can tear off the tab and 
stick it in any convenient spot under 
the hood. He'll not only have the 
customer’s name always before him, 
but he’ll also catch any overdue serv- 
ices. 





A British-American sales rep, 

Bill Brooks, really convinced 
one of his Toronto dealers that a 
sales message should be part of 
every tire display. Here’s the sign 
put up by Al Peladeau, no believ- 
er in half -measures. He wants 
the world to know he not only 
sells tires, but can match the boys 
downtown. 





OPW’S 
CHECK 
VALVES 
Hold Prime! 


te. 4 fing 
Check Valve 
No. 42 Double | 
Poppeted Angle 
Check Valve 


OPW CORPORATION 
2735 COLERAIN AVE. 
CINCINNATI 25, OHIO 

Kirby 1-5400 





What They're Saying 


About trade associations and public confidence .. . 


predicting fuel oil's future . 


. . Magic and market 


research . . . how to insure free competition 


@@The worst abomination I know 
is for the trade association in pursuit 
of an illegal end to blacken the in- 
dustry in frustration when its plans 
fail. No element of this vital industry 
should ever attack another element 
of the industry if public confidence, 
our general welfare and our mutual 
efforts are to retain significance. Our 
economic system can be counted upon 
to destroy the inefficient—as it should 
—while our laws are adequate to 
take care of the violators of public 
policy if we exercise our legal rights.” 
Dan Lundberg, executive secretary, 
California Petroleum Marketers Coun- 
cil. 


@@ Oil equipment volume and fuel 
oil gallonage will continue to grow— 
but at a declining rate—for at least 
the next five years, if not priced out 
of the market. The oil dealer is going 
to be faced with an ever-expanding 
natural gas competition that will take 
an increasing amount of the new- 
home market as well as substantial 
numbers of his existing customers.” 
Augustus L. Dwelley, president, Auto- 
matic Heating Corp. of Massachusetts. 


@@A modest price increase today is 
much preferred to the kind of drastic 
increase that would result if we de- 
veloped a real shortage of product, 
with 65-million cars on the road and 
9-million oil burners in American 
homes . . . We believe that the Amer- 
ican consumer’s topmost interest is in 
having oil and gasoline . . . not scarcity 
at an artificial or fictitious price.” Jake 
L. Hamon, board chairman, American 
Petroleum Institute before Indepen- 
dent Oil Men’s Assn. of New England. 


@@ Unless we meet this issue of in- 
creased operating costs just as aggres- 
sively as we met the sales challenge, 
there is a strong possibility that some 
of us will be on the sidelines looking 
on in years ahead.” W. C, 

assistant manager of Twin Cities divi- 
sion, Standard Oil Co. (Indiana). 


@@ There is a lot of government in the 
oil business, and there is going to be a 
lot more.” Sen. Robert S. Kerr (D., 
Okla), before the Northwest Petro- 
leum Assn. 


@@You're just kidding yourself if you 
think that all a supplier has to do is 
say ‘let there be wider margins’ and 
lo, there’ll be wider margins.” Dwight 
F. Benton, vice president, sales, Stand- 
ard Oil Co. (Indiana) before lowa 
Independent Oil Jobbers Assn. 


@@ Market research is not a magic 
process to be called upon in time of 
great need and expected to perform 
miracles. It is of greatest value when 
used continuously. It should be used 
as a device to prevent fires (in the 
form of business problems) and not to 
put out raging infernos.” Harry A. 
Vosburg, assistant director of research, 
Cunningham & Walsh, Inc. 


@@Spirited competition in a free mar- 
ket place—an eager desire and effort 
on the part of every seller to offer 
values equal to or better than any of 
his competitors—is the best assurance 
the consumer has of getting fair treat- 
ment. Any measure or action that 
cripples this kind of competitive enter- 
prise, no matter how well intentioned 
the motive, is destructive of the Amer- 
ican standard of living.” Franklyn 
Waltman, public relations director, 
Sun Oil Co. 


@@Nobody has ever questioned the 
fact that the engineers know as much 
or more about safe car design than any 
of their critics. But they will never be 
allowed to put that knowledge fully to 
work until the sales executives are 
banned from the drafting rooms.” 
Paul W. Kearney, writing in Harper’s 
Magazine. 


@@There must be some point where 
economics dictates that we stop the 
trend to greater volatility of gasoline. 
Higher octane produces greater volatil- 
ity, which is harder to pump and more 
apt to bring about vapor lock in the 
automotive system and in gasoline 
pumps.” Chief engineer, a major oil 
company. 


READ Ahead of the News 





.. + page 85 
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GOODYEAR 
STYLE 71 FUEL OIL HOSE 


A Non-marring, light tan cover of unusual 


wear-, oil- and weather-resistance 


B Multiple braids of high-strength rayon cord 
for reinforcement with flexibility 


with highest resistance to 


| oils and gasoline 


ORKING in freezing cold is bad enough. But 

when every winter delivery means wrestling 
with stiff, “frozen” hose, the job’s a lot tougher— 
and takes a lot longer—than now need be. 


You see, Goodyear Style 71 Fuel Oil Hose keeps its 
flexibility—even in sub-zero temperatures. It’s off 
the truck and in place in a jiffy—without any strain 
or struggle. 


It’s a longer-lasting hose, too. Its tube is of 
CHEMIGUM-—the exclusive Goodyear synthetic rub- 
ber with outstanding resistance to all types of fuel 
oil. And it’s muscled with specially braided, high- 


No more fighting 
“Frozen Hose 
—weather or not! 


strength rayon cord for real ruggedness despite 
this all-weather flexibility. 


The cover is non-marking. And it shrugs off the 
incessant attacks of oil, weather and sunlight—not 
to mention rough handling and constant abrasion. 


In Style 71, then, you have a super-hose that will 
give you better service under even the toughest 
delivery conditions. There’s no need to battle 
through another winter with a stiff and balky 
hose! Just see your Goodyear Distributor—or write 
Goodyear, Industrial Products Division, Akron 
16, Ohio. 


GOOD, YEAR 


THE GREATEST NAME IN RUBBER 
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Ch ~T. M, The Goodyear Tire & Rubber Company, Akron, Ohio 
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ideas to Make Money 


Here are just a few of the money-making 


ideas for management men youll find in 
this issue of NPN: 


Make those holidays work for you. Help your dealers plan the right 
holiday promotion. It's easy and it will pay. See page 128. 


Have trouble keeping equipment in working order at the stations you 
serve? Look into contract maintenance at a flat fee .. . page 162. 


Want to improve your credit system? This jobber hired a woman “watch- 
dog” to spark his new program, and he saved money .. . page 143. 


Well-trained dealers and salesmen will pay you big dividends. Sun Oil's 
integrated training program is full of ideas . . . page 104. 


Underground storage at bulk plants pays off four ways for Union Oil. 
Maybe this is what you've been looking for . . . page 116. 


Think market research is expensive? Here's a plan to show your dealers 
where the money is. Cost: $25 a station . . . page 141. 


You'll find good ideas you can use in NPN 
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All part of the 


Butler ies lat-j ole) at 








BUTLER ALUMINUM 
... but that’s 


INVESTMENT IN TRACTORS 

Nine Butler Aluminum Transports can carry as 
much product as ten of the most modern steel 
units designed for the same operating area. By 
switching to Butler Aluminum Transports, you 
can cut down on the number of rigs you operate. 
Or, add business without buying more tractors. 





LICENSE COSTS 

In states where license fees are based on the 
empty weight of the transport, the lighter weight 
of Butler Aluminum Transports has saved as 
much as 35% in licensing costs. 


DRIVER TIME 

You multiply your driver’s efficiency with Butler 
Aluminum Transports. They can deliver more per 
trip and let you handle more business without 
increasing driver time. 


FUEL COSTS 

Butler Aluminum Transports travel fewer miles 
per gallon of product delivered. This makes big 
savings in your fuel costs. On empty runs, you 
save fuel, too, since lighter weight Butler units 
are easier to pull. 





Copyright 1957, Butler Manufacturing Company 
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TRANSPORTS carry top payloads 
only one of their profit advantages 


TIRE WEAR 

Compared with other transports, top payload 
Butler Aluminum Transports require fewer trips 
to deliver the same number of gallons. With 
fewer miles to travel, there’s less tire wear. The 
lighter weight of Butler units on empty return 
runs is easier on tires than steel transports. 








MAINTENANCE 

Butler Aluminum Transports make real savings 
in maintenance—in tractor as well as trailer up- 
keep. By cutting down the miles a tractor must 
travel to deliver a given gallonage, wear and tear 
on motor, transmission and brakes is reduced. 
Butler Aluminum Transports never need to be 
painted to be protected from rusting. 








CLEANING 

Transporters who are operating Butler Aluminum 
Transports report these units are easier to keep 
clean than steel units. Less time is required— 
rigs can get back on the road quicker. And there 
is no rusting problem. 








A BONUS 
IF YOU HAUL 
MORE THAN 

ONE PRODUCT 


The non-toxic and corrosion-free qualities of 
Butler Aluminum Transports enable you to haul 
more products without fear of contamination. 
You improve your opportunities for new business 
when you add Butler Aluminum Transports to 
your fleet. 


Ever since Butler developed the first successful alu- 
minum semi-trailer tank, Butler Aluminum Trans- 
ports have led the field in payloads and profits. In 
fact, extra payload alone (8 to 11% more than the 
most modern steel units) will pay the full cost of a 
Butler Aluminum Transport in three to four years. 

Now, operating records compiled by Butler- 
equipped transporters show that extra revenue per 
haul is only one way Butler units pay off. In almost 
every item of operating expense, Butler Aluminum 
Transports have made possible definite savings — 
savings in tires, licenses, driver-tractor time, main- 
tenance. 

This is the bigger profit story in Butler Aluminum 
Transports — and a story only Butler can tell so well. 
For Butler Aluminum Transports have advanced de- 
sign features such as high-strength cylindrical shape 
and high-speed piping that make them the most mod- 
ern, most profitable transports on the road today. 
These features assure top payloads and profits now 
... and for years to come. 


GO ALUMINUM 
FOR TOP PROFITS 


GO BUTLER 
AND BE SURE 


important operating efficiencies, 


cleaner deliveries 
WITH BUTLER ALUMINUM TRANSPORTS 


a, 


Bonus payloads and the easy cleaning, non-contamination 
features of Butler Aluminum Transports have made signifi- 
cant operating improvements for Eldon Miller, Inc., one 
of the fastest-growing liquid haulers in the midwest. The 
firm jumped the volume of its hauls 15-20% by making 
a unit-for-unit replacement of some 40 steel transports with 
lightweight, high-capacity Butler Aluminum Trailer Tanks. 
Per-trip revenue is up, clean-outs are easier and faster so 


FLORIDA TANK LINES 
SOLVES CONTAMINATION 
PROBLEM ... MAKES MORE 
PROFIT AT SAME TIME! 


ELDON MILLER, INC. HANDLES 15% MORE 
BUSINESS WITHOUT INCREASING FLEET SIZE 


that rigs can spend more time on the road, and Miller is 
able to handle more commodities without fear of contam- 
ination from previous loads or from a chemical reaction 
with the tank itself. 

“As far as I know,” says Mr. Eldon Miller, president, “we 
are the only carrier that has hauled vodka in trailer tanks. 
Commodities like this emphasize our need for high pay- 
load tanks that will not contaminate the next load.” 


This firm found that rust in their steel trailer tanks used for aviation fuel deliv- 
eries was contaminating the liquid and clogging strainers at the receiving tank 
farm. Now, with 20 Butler Aluminum Transports in its fleet, Florida Tank Lines 
has completely eliminated the rusting problem, improved customer relations 
and increased revenue per trip a whopping 23%. According to Palmer Van 
Arsdale, president, there have been measurable savings as well. For example, 
fire expenses are down 25%, license costs 8.5%, driver and tractor time has 


been cut 20-25%. 


BUTLER’S FLEET MODERNIZATION PROGRAM 


This new program makes it economically practical for almost any transporter, regardless of size, 
to up-grade his fleet with Butler Aluminum Transports. A Butler Trailer Tank Specialist will be 
glad to bring you the important details. Write us and make a date to talk it over soon. 


BUTLER MANUFACTURING COMPANY 


7454 East 13th Street, Kansas City 26, Missouri 
954 Sixth Avenue, S.E., 


Dept. 30, Room 602, 103 P 


a. 


Manufacturers of Oil Equipment + Buildings » Farm Equipment * Dry Cleaners Equipment + Outdoor Advertising Equipment +» Custom Fabrication 
Factories at Kansas City, Mo. * Minneapolis, Minn. * ‘Galesburg, Ill. » Richmond, Calif. * Birmingham, Ala. * Houston, Tex. * Burlington, Ont., Canada 
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This dock hose proves 


loading costs can be cut 


On-the-job performance records 
prove Gates Dock Hose assures lower load- 
ing and unloading costs on docks from 
coast to coast. 

Here’s why: 

Every length of Gates Dock Hose is 
made to order—built by skilled craftsmen—to 
assure the uniformly high quality this rugged 
service demands. 

Multiple plies of light-weight, high- 
tensile fabric, reinforced with spiral windings 
of steel wire, produce a hose that will withstand 
maximum suction and working pressures up to 
200 pounds psi. 

Fitted with any desired type of steel, 
bronze or aluminum nipples and flanges or with 
Gates built-in rubber flanges. 


The Gates Rubber Co., Denver, Colorado 


GATES picninutors 
are in the 
Yellow Pages 
a >< 





Note these construction features: 


COVERS of Gates made-to-order Dock Hoses are 
specifically engineered to withstand the severest 
assaults of dock and tanker service. They long 
resist the damaging action of oils and deriva- 
tives, abrasion and weather. 


TUBES of black synthetic rubber have been 
expressly developed to handle petroleum de- 
rivatives without softening or swelling. 


EXACT LENGTHS—3 to 50 feet to meet the spe- 
cific requirements of any job—help eliminate 
damage which can occur when excess lengths 
are used. 


STATIC-BONDED FOR SAFETY—All Gates Dock 
Hoses and their built-in fittings are static- 
bonded to discharge electricity before a danger- 
ous charge can be built up. 


Gates made to 


order 
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ADVERTISEMENT 
There are only two types of motors you can 


specify for service-station compressor use — 
repulsion-induction or capacitor. But one 

of them can help save your company 
thousands of dollars yearly . . 


ARE YOU MAKING THE RIGHT CHOICE? 


ay 


B i 


You’ve .often heard the lament— 
“It’s not the.original cost, IT’S THE 
UPKEEP!” This is the key to the con- 
troversy over whether single. phase 
repulsion-induction motors or capaci- 
tor-start motors are best for service 
station compressors. 

On the sirface, there appears to be 
little to recommend one type over the 
other. Both perform satisfactorily on 
pump and compressor applications; 
they are competitive with each other in 
price; and both conform to NEMA 
motor specifications (although the ca- 
pacitor motor is shorter in length and 
is about 30% lighter on a rating-for- 
rating basis). 

So much for the “original cost’”’. And 
so much for the similarities between 
these two motor types. From this 
point on, the wrong choice can cost 
your company thousands of dollars in 
unnecessary “upkeep”. Here’s why: 

The capacitor motor is simpler and 
sturdier than the repulsion-induction 
motor. Simplicity means less main- 
tenance and greater reliability. How 
much simpler determines how much 
less maintenance—and therefore how 
much money you can save. So let’s 
compare the construction of these two 
motor types—feature by feature. 


1. THE CAPACITOR MOTOR HAS NO 
BRUSHES, while the repulsion-induction 
motor uses brushes. These brushes wear 
and stick in the brush holder and require 
periodic inspection and replacement. 
In addition, they are easily fouled by 
bits of dirt and grit, and wear out 
quickly in sandy environments—im- 





portant considerations in service station 


applications. 
2. THE CAPACITOR MOTOR HAS NO 
COMMUTATOR—the repulsion-induc- 
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tion moter does. As you probably know, 
a commutator gets rough, particularly 
if there is sand or dirt in the air. It 
requirés. constant maintenance, and a 
badly pitted commutator causes motor 
failure. 
A second major disadvantage con- 
cerns the soldered connection’ on the 
utator. When ‘the rotor of the 
repulsion-induction motor .overheats 
due to heavy overloads, the soldered 
connections melt and solder is literally 
thrown from the commutator. If only 
one of these connections becomes un- 
soldered, motor failure results. 


3. THE CAPACITOR MOTOR RESISTS 
HEAT MORE SUCCESSFULLY. Rotor 
temperatures of a single phase motor 
average 50% higher than the stator 
temperature. The repulsion-induction 
motor has a wound rotor with many 
coils of wire which are vulnerable to 
this higher temperature. The capacitor 
motor has a solid casting which is im- 
pervious to it. This assures longer life 
for the capacitor motor. 


4. THE CAPACITOR MOTOR USES A 
SIMPLE SWITCH TO DISCONNECT THE 
STARTING WINDING. Every time a 
motor is started, the starting winding 
operates to produce starting torque. 
When running speed is reached, this 
winding is disconnected from the 
electrical circuit. In a capacitor motor 
this disconnection is usually accom- 
plished by a simple, highly reliable, 
centrifugally-operated mechanism and 
totally-enclosed switch. To accomplish 
the same operation, the repulsion- 
induction motor requires an intricate 
construction of push rods or other 
mechanisms that run through the rotor 
to lift the brushes and short the commu- 
tator segments. 


5. THE CAPACITOR MOTOR HAS PER- 
MANENT ELECTRICAL CHARACTERIS- 
TICS. The characteristics of the ca- 
pacitor motor are permanent because 
they are cast into the motor. They 
cannot change with brush veriations 
as the characteristics of the repulsion- 
induction motor can change when dirt 
and grime wear the brushes, or when 
the brush rigging is out of adjustment. 

These and other mechanical features 
of the capacitor motor mean simplicity. 
And simplicity means reduced main- 
tenance costs. 

In the face of this evidence, you 
might logically ask ‘‘Why have re- 
pulsion-induction motors been used in 
the past?” In years past, before the 
advent of General Electric’s Tri/Clad 
55* capacitor motor line, capacitor 
motors often came off second-best to 
repulsion-induction motors in starting 
torque and sometimes in running 
speeds. The modern Tri/Clad 55 
motor, however, performs just as 
capably (and much more reliably) on 
compressor applications across the 
board. You no longer have to pay a 
high maintenance premium in order to 
get high starting torques and running 
speeds, because the G-E Tri/Clad 55 
capacitor motor gives you both of these 
features—plus long motor life and vir- 
tually maintenance-free service. 

To learn more about how G-E Tri/ 
Clad 55 motors can help your company 
reduce costs, simply contact your 
nearby G-E Apparatus Sales Office; or 
write: Sect. 840-7, General Electric Co., 
Schenectady 5, N. Y. and ask for 
bulletin GEA-6240 and GEC-1419. 
*Reg. Trademark of General Electric Co. 


Progress /s Our Most Important Prodvet 
GENERAL @ ELECTRIC 
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leading dealers everywhere choose 


ARO LUBE EQUIPMENT 


Go modern . . . go ARO! That’s the trend everywhere today 
among profit-minded service stations, garages and car dealers! 
Switch to ARO Lubricating Equipment for the most advanced 
features to save steps, time and effort on every lube job... 
plus look-ahead styling . . . plus Aro-engineered depend- 
ability. You’re missing a lot unless you have Arolube equip- 
ment . . . today’s top moneymaker in lube service. See your 
Automotive Wholesaler. 


AROLUBE SERVICE REELS save space 

. . speed service . . . step up customer- 
appeal and profits! Easily installed in any 
combination of units for chassis, gear, 
motor oil, air, water, automatic trans- 
mission service. Go overhead to get ahead! 


THE ARO EQUIPMENT CORPORATION 
Bryan and Cleveland, Ohio 


Aro of California, 3141 S. Grand Ave., Los Angeles 7, Calif, 
Aro Equipment of Canada, Ltd., Toronto 15, Ontario 
Offices in All Principal Cities 


Fae eae EQUIPMENT 
ek. ae tec, ae . Aircraft 
LUBRICATING aa. . « Grease Fittings 
EQUIPMENT e 
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spring drain-out? 


@ You build customer good will! 
@ You get extra spring profits! 


Here's everything you need...FREE from PEAK and NOR’WAY ! 


right NOW 
---cut out 
the POSTER 
right here! 


Your spring drain-out kit is available from your PEAK and NOR’WAY supplier, or write direct 
to CSC at the address below. At the same time, get set for extra profits by placing your 
order now for your fall supply of PEAK and NOR’WAY Anti-freeze! 


Why It Pays To Sell 
ceeAK and NORWAY" Anti- freeze 


© Top quality products! 
“) © Hometown Advertising via TV, nevpaper an ter mei 
@ National advertising in consumer mi gazing ae hae 
he Dealer Installation Service promoted tocar Owners. 
2. Retail prices Fair-Traded. Diva 
3. No sales toemployees. 3 
— 1 4, Every gallon backed by CSC. ac "e 
ANTI-FREE 5. Quick delivery during your selling season. See 


erro «COMMERCIAL SOLVENTS CORPORATION cS) 


260 Madison Avenue, New York 16, N. Y. 
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WHY 


drain out tired anti-freeze? 


Automotive experts warn that cars can be damaged by driving through the summer with old 
anti-freeze. Old anti-freeze gets “tired” and eventually turns acid. The special anti-rust 
ingredients wear out and no longer protect metal parts from rust and corrosion. 


“Tired” anti-freeze causes — 


¢@ Rust and Corrosion Damage 

© Dirt and Sludge Clogging 

@ Hot Running Engine and Loss of Power 
© Overheating and Excessive Engine Wear 


Don't leave any anti-freeze in your cooling system all summer! Drain and discard it because... 


.--motors actually run hotter with all-winter anti-freeze than with plain water 
and a good summer rust inhibitor. ; 


... Old anti-freeze cannot be satisfactorily renewed by adding a rust inhibitor. 


“Tired” anti-freeze can age your engine before its time. Avoid needless expense later by 
having “tired” anti-freeze drained now. 


RS. Let us get your car 
set for summer! 


Produced by Commercial Solvents Corporation os @ service to the industry, 
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‘EXTRACTA™ PUMPS 


THE MOST ECONOMICAL TROUBLE- 
FREE REMOTE PUMP EVER OFFERED 


TRIED © TESTED © PROVEN 


YOU CAN'T GO WRONG WHEN YOU INSTALL 
GENUINE ORIGINAL RED JACKET “EXTRACTA" PUMPS 


RED JACKET “FIRSTS” 


@ 1, H.P. REMOTE SUBMERGED GASOLINE PUMPS 
@ % H:P. REMOTE SUBMERGED GASOLINE PUMPS 


@ 1% H.P. SUBMERGED BOOSTER PUMPS FOR EXISTING STATIONS 
USING SUCTION TYPE DISPENSERS 


@ EXTRACTIBLE SUBMERGED PUMPS THAT ELIMINATE PUMP PITS 
PUMPS THAT AUTOMATICALLY STOP WHEN STORAGE TANK IS EMPTY 


INSTALLATION AND OPERATING ADVANTAGES 


. Save over $600 per station 5. Simplified electric control panel — 


; f Se another Red Jacket “First.” 
. Permits economical, unlimited 


flexibility in station design— smaller 6. '/ H.P. readily handles 

piping, larger tanks, greater bury 8 dispenser stations 

depth and | lateral 

ee ee ae 7. No mechanical seals or stuffing boxes 
« Quiet — out of sight — 

lubrication and maintenance free 8. Use of Red Jacket remote pumps 

no longer requires 6 or 8 dispensers 

- No shut-off valves required in lines to justity cost of remote type stations 

betw d islands — 

a Red Jecket “First.” ep . Underwriters’ Laboratories approved 


. For large and small: stations 


. Complete, sturdily packaged with 
all necessary controls, manhole 
and fittinas 





TYPICAL REMOTE GASOLINE 
PUMP INSTALLATION 
(For new stations) 


petroleum 


eqipnen RED JACKET MANUFACTURING CO. 
Petroleum Equipment Division 
P, O, Box 270 Davenport, lowa 
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for FULL PROFIT 
go FULL LINE 





America’s Top-Quality Money-Maker... 2 


WITH A POLICY AND PROGRAM 
DESIGNED FOR YOU! 











When your dealers sell General’s complete 
ling of tires, batteries and accessories, they’re selling 
a quality line designed to produce 
full profits. Find out today how you can stir up new TBA 
sales among your dealers . . . make new and 
bigger profits with The General Tire, 
America’s top-quality money-maker. 


THE GENERAL TIRE & RUBBER COMPANY 
AKRON, OHIO 


GENERAL 


gives you 


e A complete line of passenger, truck 
and farm tires 

e Consistent and concentrated adver- 
tising help 

e A complete marketing and merchan- 
dising program 

e@ Warehouse facilities as near as your 
telephone 


e A Sales Training program designed 
to boost sales and profits 
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in a Chevy cab, 
even the 
air is better ! 


...more evidence that Chevrolet Task-Force Trucks are 
engineered better and built better for bigger savings! 





These cab features give you extra comfort and 
safety behind the wheel, extra savings on truck 
maintenance. And they’re proof that the most 
modern trucks for your money are Chevrolets! 


The drawing “doodled”’ above shows how Chevy’s 
High-Level ventilation provides a comfortable in- 
terior . . . and the numbers in the big picture 
point out other advantages equally as good to have 
around you when you haul! They include: 

1 A roof that’s specially built for safer, more com- 
fortable hauling. Sturdy all-steel construction adds 
to safety; roof’s unique inner reinforcement insu- 
lates the overhead against heat. 

2 A gleaming, durable baked enamel outside finish. 
Here’s the reason your Chevy’s exterior will resist 
wear better, look like new longer! This handsome 
finish is available in a wide variety of colors. 

3 A Nu-Flex seat that beats the bumps! Deep-com- 
fort coil springs, metered air shock damping and 
3-way adjustment let you take it easy on tough jobs! 


4 A cab that’s rustproofed to last! Doors and similar 
surfaces are rustproofed on the inside as well as on 
the outside by immersion. 


5 Concealed Safety Steps for convenience. Inside 
each cab door, they give you firmer footing, make 
entering or leaving the cab easier and safer. 

6 An undercoated floor, cowl side panels and fender 
flanges. Virtually all exposed surfaces on the under- 
side of the cab are protected by an anti-rust coating. 
7 A non-glare instrument panel to make driving 
safer! The textured finish on upper portion of 
Chevy’s instrument panel reduces blinding sun 
reflections, minimizes eyestrain. 

8 A reliable 2-speed electric windshield wiper* on 
each side. Powered by electricity, their action 
remains constant under all conditions. 


Such advantages as these (we’ve shown only a 
few) combine to make everything better in a 1957 
Chevrolet truck! You'll see for yourself when you 
visit your Chevrolet dealer’s. . . . Chevrolet 
Division of General Motors, Detroit 2, Michigan. 


*Standard in Series 5-6-7-8-9-10000 models. 


... biggest sellers because they're the biggest savers! 


CHEVROLET TASK: FORCE 57 TRUCKS 
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You get 
widest 
ontainer 
variety 


from 


From 2% gallon pails to 55 gallon drums — including stainless — U.S. Steel offers the widest 
bulk container selection of all. Chances are there’s a container here that’s best for your needs. 
Your U.S. Steel representative will be glad to help you select the right one. 


Profit from all 5 of these U.S. Steel extras, too: 
Eye-catching containers — your containers not only ship your product, but advertise 
it, too — when color-decorated by U. S. Steel. 
Best rust protection—there’s more zinc phosphate on every USS rust-inhibited container. UNITED STATES STEEL PRODUCTS 
Prompt container delivery — oa 7-point factory system gives you next-door service Division 
anywhere — any time. : UNITED STATES STEEL CORPORATION 
Personalized container service — your U.S. Steel salesman makes it his business 30 ROCKEFELLER PLAZA, NEW YORK 20, N. Y. 
to understand yours — to help you get the right containers for your needs. Los Angeles and Alameda, Calif. * Port Arthur, Texas 
Longer container life — extra zinc phosphate gives your containers a safer, longer Chicago, Ill. * New Orleans, La. * Sharon, Pa. * Camden, N. J. 


- USS STEEL DRUMS © 


| oe oe ee =. ¥ .&£.2:-82: & i ee oe eS 


April, 1957 + NATIONAL PETROLEUM NEWS 





Sam — 
you made the sales 


Sam does plenty of desk work keeping tabs on 1200 regular Shellubrication customers. 


One million gallons of gasoline— 
that’s what Shell Dealer Sam Bell will sell this year. 


“‘Buy Shell from Bell!’ That’s the slogan of Sam Bell, Chicago 
Shell Dealer. And Chicagoags really follow it . . . to the tune 
of a million gallons of gasoline a year. Just listen to how he 
grew head and shoulders above his competition. 


Sam took over his present location in 1945. At that time, the 
Shell station was pumping 17,000 gallons of gasoline a month. 
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As soon as Sam moved in, up went the “Buy Shell from 
Bell” signs. With the help of the Shell merchandising 
man, Sam used lots of colorful, eye-catching displays. 

Sam Bell talked up his new business to friends, rela- 
tives and neighbors. When they came in they got that 
super service that brings a motorist back time after time. 

Yes, Sam got very busy very quickly. But he never 
let his housekeeping slip. He always found time to keep 
his station clean as a whistle. In two short years, Sam 
boosted gallonage to 40,000 a month. 


Sam didn’t depend on word-of-mouth advertising. One of the frequent between-shifts 
The very first day he opened, he began keeping com- showing of a Shell training film. 
plete Shellubrication customer files. And ever since, . , a 
Sam has followed the entire Shellubrication program 
right down the line . . . from the special customer receipt 
forms, through the accurate, thorough and easy filing 
system, to the monthly customer service reminder 
mailings. 

As a result, Sam has an army of 1,200 regular Shellu- 
brication customers. And his average job ticket is 
over $12! 

Sam and all his men have been through Shell’s Ad- 
vanced Retail Training Center. They take frequent 
brush-ups via Shell’s service and selling training films. 

When Sam Bell isn’t busy selling Shell, he’s busy 
working for some civic, religious or charitable organiza- ae ‘crater cami baste gp : 
tion. Friends and neighbors call him a star-spangled plenty he pane porte as 
citizen and credit him with countless good deeds every ‘ 
year. 

Maybe the reason Sam has so many customers is 
because he has so many friends. These customers have 
boosted his gallonage from 17,000 gallons a month to 
over 80,000 a month, and his business is still growing. 

But the man behind, “Buy Shell From Bell,” himself 
has said, “Without Shell, there would have been no 
slogan—and more important—none of that Shell Retail 
Merchandising assistance that’s put me over the top.” 

Shell Oil Company invites you to inquire about 
the profit possibilities of selling under the Shell , ax 
brand. Phone Shell Oil Company or the Shell Sam holds class on Shellubrication. 


franchised jobber nearest you. The subject is Shell’s detailed 
lubrication charts. 


It pays to be a Shell Dealer ‘ . 
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installation costs cut to new low! 
service time reduced to minutes! 


























Installed entirely within tank which can be located anywhere in the 
station plot. No hazardous pit necessary for costly installation. 
Eliminates vapor lock. Gives peak performance with any diameter 
tank, length pipe run, vapor pressure, product, altitude or tempera- 
ture. That’s the new WayYNE Extractable Pump .. . designed for low 
cost installation . . . quick easy service . . . trouble-free performance. 


Wayne Extractable Pumps can be serviced in minutes. Pick up the 
small access cover (12’’x18’’x8” deep) . . . loosen four standard bolts 
. .. and one man can lift out the entire (50 lb.) unit. No piping need 
be disturbed, no gasoline spillage or air introduced in discharge line 
and dispensers. These new submersible pumps are available in 4 HP 
for 3 to 4 dispensers per product . . . 34 HP for larger stations up to 
8 to 10 dispensers . . . 60 gpm maximum capacity. 


Keep your stations operating efficiently at all peaks . . . cut your 
“gervice-out time” with the new WayYNE Extractable Pumps. Write 
for full details to 


THE WAYNE PUMP COMPANY 
SALISBURY, MARYLAND 
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Cross section showing installation of com 


plete Wayne Extractable Pumping Unit 
All components are built in no protru 
sions or tubing to be damaged byinstalla 
tion or handling. Check and pressure re 


ef valve, air and vapor vent and syphon 


system built ALA?) unit each accessibdie 
without disturbing the other. Submersible 
pump installed entirely within tank. Com 
pletely sealed explosion-proof moto 
submerged in and cooled by surrounding 
gasoline. It runs cooler and uses 


power 





“What an 
easy way to 
buy Coke!” - 


“What an 
easy way to 
make money!”; 


. Py 
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An extra service to your customers ...extra profits for you 
when you sell Coca-Cola by the case! 


SIGN OF GOOD TASTE 


If you’ve got a cooler for Coca-Cola, you’ve got Coke in cases. It’s 
a simple matter to suggest a case of Coke and slip it into a customer’s 
car: it’s an extra convenience for her, it’s an extra profit for you. 

To get maximum profit from your case (and carton) sales: 

1. Have your attendants suggest to customers that they ‘Take 
home a case of Coca-Cola.” 2. Display your cases (and cartons) of 
Coke prominently. Your bottler of Coca-Cola can supply you with 
advertising material and display racks. Why not call him now! 


“Coke’’ is a registered trade-mark. Copyright 1957 The Coca-Cola Company. 
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POUASOWS 

why 

perniane ntly- 

attached 

couplings 
pied h 
better 
Service, 

bigger 

ROME 


1 PERMANENTLY-ATTACHED 2 CONTINUING ECONOMY 3 MACHINE-ATTACHED FOR 4 LEAK-PROOF COUPLINGS. 
HOSE COUPLINGS COST WITH PERMANENTLY- PRECISION FITTING AND Permanently-attached 

LESS than re-attachable ATTACHED COUPLINGS. FULL FLOW. You get a couplings form a firm grip 
couplings. Modern hose is You do away with hidden permanently fitted with the hose ... they 

of such good quality, lasts expenses involved iin coupling every time ... won’t leak. The ferrule 

so long, by the time hose reconditioning re-attachable there’s never a chance of is locked to the shank of 
needs replacing so do couplings. No time lost, less possible costly damage the coupling, preventing 
re-attachable couplings. paper work, no shipping, etc. _to hose. creepage. 


y SCOVILL 
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ajor Achievement 
Transport Hose 


Now, from U. S. Rubber, the world’s pioneer 
oil hose manufacturer, comes new additions 
to its line of Amazon® petroleum dock hose. 
There is a hose for every requirement—dock, 
barge loading and general loading services 
serough bore or smooth, for extra high or 
normal working pressures. 


Each hose has qualities that cannot be found 
in any other make hose of similar type — 
qualities of easier handling, greater flexibility, 
higher hydrostatic value — all of which make 
U.S. Amazon superior to any other hose 

on the market. 


The new, complete line of U. S. Amazon 
petroleum transport hose is obtainable at any 
of the 28 District Sales Offices, or by 
contacting us at Rockefeller Center, New 
York 20, N. Y. In Canada, Dominion 

Rubber Co., Ltd. 


Mechanical Goods Division 
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TOKHEIM 
impact 
check 


valve 
Model 1098 


FEATURES e Stops flow instantly «Prevents fire hazard 


§ tiliinen semeiinediindole co Tokheim Model 1098 Impact Check Valve is an important 
other famous Tokheim valves safeguard against loss and fire when a remote dispensing ped- 
@ Simple design—foolproof mecha- estal is struck. A sharp blow actuates the valve, shutting off the 
nism—dependable action flow of gasoline. The valve is installed just below the island 
@ Easy to install—available with 1/2" level. If the pedestal is severed from its mounting, the supply 
outlet; 1/2” or 2” inlet ‘ . : * 
line breaks—as designed—at the shear section, stopping flow 
°3 wcuuine WEG bine Lone) instantly. Model 1098 does not rely on intense heat for actu- 
ation as do some similar valves. The supply line is closed before 
fire has a chance to start. Write today for new bulletin showing 
@ Serves as gate valve—may be shut 2 : 
off manually the complete line of Tokheim valves. 


-@-Externally tamper-proof 


General Products Division 


There is no substitute TOKHEIM CORPORATION 


Ality! DESIGNERS AND BUILDERS = SUPERIOR EQUIPMENT 
odgepeaus vi OKHEIM 165@ Wabash Ave. SINCE T1908 Fort Wayne 1, ind. 








GASOLINE PUMPS 


AND ACCESSORIES Subsidiaries: Tokheim N.V., Leiden, Holland—GenPro, inc., Shelbyville, ind, 


Factory Branch: 475 Ninth Street, Son Francisco 3, California 
in Canada: Tokheim-Reeder Ltd., 205 Yonge Street, Toronto, Ont, 
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“Heard you cut your warehousing 
costs on anti-freeze, Jeff— 
How’d you do it?” “We can thank Du Pont for that. They delivered prac- 

tically all of our ‘Zerone’ and ‘Zerex’ right at the peak 


of the season. Our carry-over was less than 12%.”’ 


Du Pont delivers your “Zerone’”’ and “‘Zerex”’ anti-freeze supply exactly 
when and where you need it. This outstanding distribution efficiency 
is only one of the many benefits you get with Du Pont’s Plan for Anti- 
Freeze Profits. 


Some others are: Two nationally known and accepted brands 
of anti-freeze serving both the standard and permanent markets; 
the proven selling power of the Du Pont name; full-time anti-freeze 
specialists offering you year-round sales assistance; and, of course, 
the quality and dependability of ‘‘Zerone” and “‘Zerex’’— America’s 
largest selling anti-freeze team. 


E. I. du Pont de Nemours & Co. (Inc.), Wilmington 98, Delaware 
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ZERONE® -< ZEREX* 
ANTI-FREEZE 


REG. U. s. PAT. OFF. 


BETTER THINGS FOR BETTER LIVING 
«. «THROUGH CHEMISTRY 
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Look to Milwaukee for: 


MOST MODELS... 


SIZE RANGE 


MODEL P-901-U 
MODEL P-546 LEVER THROTTLE 
DOUBLE POPPET VALVE 


ANGLE CHECK VALVE i Widest variety both 
This all-bronze, full- “7 screwed and flanged 
capacity flow, surface ee types in the industry. 
extractor type valve has Quick opening, positive 
self-aligning swivel pop- closure. Perfect ee 

MODEL P-903 pets. Available in 1 .2- Bronze Self-closing 
SAFETY STOP VALVE and 2-in. sizes. els also available. 

All-bronze valve eliminates fire 

hazerds and accidental losses at 

multiple dispensing remote pump- 

ing systems. Fusible link melts at 

160° F.— shear section breaks un- 


Leading name in tank truck valves offers 
more profit opportunities; here’s why: 


MODEL P-2032-R—ALUMINUM 
HOSE NOZZLE VALVE 
Bulk delivery valve with full ca- 
pacity flow — quick, positive cio- 
sure. Three-speed, hold-open notch- 
es; dual and bolanced 
dash pot control. Brass or alumi- 

num available. 


MODEL P-519 
SWING CHECK VALVE 
Industry's most complete size range 
in screwed brass and flanged alv- 
minum models. Straight-through 
flow. Bronze, flanged type. Screw- 
ed cap, vertical seat, self-aligning 


MODEL P-2010 
HOSE NOZZLE VALVE 
R ded for aviation fueling. 
Twelve additional models ilabi 
for filling station, bulk plant, farm 
vse. Milvaloy nozzle body. Dual 
poppets and two-stage fulcrum lever. 








ROM Milwaukee you can get exactly the right model 

and size valve for all tank truck flow-control. You 
never have to settle for substitutes! You're always 
equipped to keep deliveries moving on a profitable basis. 

You'll like the quick-opening full flow — plus posi- 
tive shut-off . . . the built-in stability. Composition discs 
are impervious to gasoline or oil, leak-proof and long- 
lasting . . . quickly replaceable when necessary. 

And whether you select valves of Milvaloy, the strong, 
lightweight alloy, or bronze construction —you'll bene- 
fit from more exclusive, cost-saving advantages. 

Make Milwaukee (or Milvaco) valves your choice 
for all oil handling — bulk plant, tank truck or filling 
station. The extra value — and knowledge that you're 
right — pays big dividends! Write today for literature 
or see your nearest jobber or wholesaler. 


THE MOST COMPLETE LINE OF PERMANENT QUALITY VALVES 


MILWAUKEE VALVE COMPANY 


A subsidiary of Controls Company of America 
2379 South Burrell Street © Milwaukee 7, Wisconsin 


O-564-R 
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Get in the “MAGIC CIRCLE” 
of lube and repair 


profits with the 


ROTARY FRAME PICK-UP 


Here’s the “MAGIC CIRCLE” action 

Swivel pick-up pads rotate in a full circle and slide 
along runners for fastest positioning to lift any vehicle. 
No adapters needed to handle any 1957 model cars. 
And for.safety, the pick-up pads are made of tough, 
durable synthetic rubber which grips the car frame 
securely and prevents damage to undercar parts. 

This design improvement in the Rotary Frame Pick-Up 
Lift makes it even more versatile in handling all lubrica- 
tion and repair jobs faster and better. It’s the universal 
lift for modern service stations and repair shops. 


No adapters needed... handles all cars faster, better, safer! 


oi 


Write for 


catalog and prices 
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Pads positioned to lift 90% of all cars Pads swiveled out to lift frameless cars FRAM = PICK-U p 


: a Sh.) 
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___ Pads swiveled in to lit small foreign cars Pads raised to lift pick-un trucks — rp NT ae of hydraulic 





Butler Transport Customer Reports: 


“Volume jumped 15% 
when we switched to aluminum!” 


Eldon Miller, president of Eldon Miller, Inc., says, 
“When it’s your business to haul up to 300 different 
liquid commodities— from distilled vodka to gasoline — 
you want to be sure you're getting maximum payloads 
plus maximum protection for your cargo. 


“That’s why we recently began replacing older units 
in our fleet with modern aluminum transports from the 
Butler Manufacturing Company. We wanted aluminum 
for these two important reasons: 


‘‘Aluminum’s extreme light weight permits greater 
capacity —lets us handle 15% more volume, for extra 
profits on every trip. 


‘Aluminum is corrosion-resistant, can’t contaminate 
cargoes, cleans easily. Whatever the load, we can al- 
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Butler Manufacturing Company, a major user of Kaiser 
Aluminum, helped pioneer the development of aluminum 
trailer tanks. The model below holds a record 9130 gallons 
for a top-profit payload. 


ways be certain of changing commodities quickly and 
safely for the next haul.” 


* * * * * 


How can Kaiser Aluminum improve your trucking 
operation? 

it’s stronger— New Kaiser Aluminum Alloy 5086-H32 
has excellent welding efficiency, higher bending strength 
than high tensile steel—yet weighs only half as much. 
it’s non-sparking—Flammable cargoes can be carried 
more safely. In addition, aluminum reflects heat away 
from shell to minimize evaporation. 


It’s economical—You pay less for maintenance because 
aluminum keeps its good looks without need of paint. 


scence 
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No matter what your trucking problem may be, our 
engineers are eager to work as “idea partners” with you 
to develop a design which will help lower your costs... 
increase your profits! For immediate service, call the 
Kaiser Aluminum sales office listed in your telephone 
directory. Kaiser Aluminum & Chemical Sales, Inc., 
General Sales Office, Palmolive Bldg., Chicago 11, Illi- 
nois; Executive Office, Kaiser Building, Oakland 12, 
California. 


Kaiser Aluminum 


The Bright Star of Metals 


See “THE KAISER ALUMINUM HOUR." Alternate Tuesdays, NBC Network. Consult your local TV listing. 
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HERE’S BETTER MEASUREMENT 


Rockwell Rotocycle meters with bot- 
tom inlet, side outlet design permit 
clean cut, easy installation on loading 
racks such as pictured above. And you 
can cut loading time way down with 
these new higher rated meters. That’s 
because Rotocycles offer less resistance 
to line flow. In many instances you 
may be able to use smaller motors on 


your pumps and save on electric power. 

There are a multitude of Rockwell 
meter accessories, too, that will make 
your metering more positive and profit- 
able. These include air eliminators, 
strainers, ticket printers, as well as the 
ultimate in meter control—the Rock- 
well Remote Registration System. 
Write for bulletins. 


ROCKWELL manuracturin6 ComPANY 


PITTSBURGH 8, PA. Atlanta Boston Charlotte Chicago Dallas Denver Houston LosAngeles Midland, Tex. 


New Orleans New York N. KansasCity Philadelphia 


Pittsburgh San Francisco Seattle Shreveport Tulsa 


In Canada: Rockwell Manufacturing Company of Canada, Ltd., Toronto, Ontario 
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Rockwell 
ROTOCYCLE METERS 
with MEW ORE COMED POTOR 


Note simple, clean con- 
struction in the rotor 
control area. 


HIGHER CAPACITY RATINGS are made 
possible by a new measuring assembly that runs 
smoother, freely and in perfect balance. Meter 
ratings have been increased approximately 20 per 
cent on all sizes. 

LONGER LIFE and easier maintenance is assured 
by this new construction that has fewer parts and 
many less points to wear. 

PERMANENTLY TIMED—There is only one 
possible way to assemble this new rotor and this 


i method automatically positions the vanes for cor- 
& rect timing. 


QUIET OPERATION—This new balanced 
crank and link construction eliminates all objec- 
tionable noise. 


ROTOR DESIGN OFFERS ALL THESE ADVANTAGES 


FEWER PARTS—Simple crank and POSITIVELY TIMED — In as- READILY INTERCHANGE- 
linkage controls and sturdy anti-friction sembly the flat of each control arm ABLE—-with rotors in earlier model 
bearings combine to produce greater flow engages a mating flat on each vane Rotocycle meters now in service. 
rates and longer life. shaft to permanently lock these parts Conversion kits are available to 
for correct timing. facilitate on-the-job changeovers. 
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FILLERS HAVE NO EQUAL FOR ACCURACY 


Cities Service Oil Company in Cicero, Ill., fills one-quart cans of motor oil using 20-Pocket M&S Filler, 


Absolutely Accurate, Clean, Uniform Filling Without Waste 


even at Seeds 
up fo 500 CpIn : 


FMC offers fillers of highest speed and accuracy for 
every oil filling job. By actual comparison testing, M&S 
positive displacement type fillers give you what you need 
most in a filler — 


1. Hicn Accuracy. Exclusive pre-measuring principle 
of M&S insures consistent filling accuracy for higher 
case yield per batch of product. 


2. Low MAINTENANCE. Rugged construction and pre- 
cision engineering of M&S assures long life and depend- 
ability under the heaviest production requirements. 


3. Hicn Speen Operation. The M&S line includes 
fillers in every speed range —equalling the speed of latest 
cappers and closing machines — without sacrificing ac- 
curacy. 


4. Important Desicn ADVANTAGES. Such FMC “firsts” 


EVERY CANNER OF OIL WILL 
WANT A COPY OF THIS 


NEW Fmc-M&s FILLER BULLETIN 
No. CMD-701W 


PACKED WITH FACTS 
ON PETROLEUM PRODUCT 
FILLING AND CASING 


This. brand new bulletin 

is yours for the asking. 

It illustrates and describes 

the complete M&S Filler line, giving 
pertinent data and specifications on each 
model, Write the FMC office nearest you, 
today, or call your FMC representative. 


FOOD MACHINERY 
AND CHEMICAL CORPORATION 


Canning Machinery Division 


M&S Fillers—recognized “Standard of the filling in- ) Scent tudic Otiheses 
dustry” for more than 70 years. WESTERN: SAN JOSE, CALIF. « EASTERN: HOOPESTON, ILL. 


as the precision “No-can, No-fill” mechanism, the com- 
bination chute-belt-worm timer for gentle high-speed 
handling of lithographed cans, and a host of other refine- 
ments, make M&S Fillers tops for fast, clean filling. 
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Buckeye “‘push-on’’--'‘pull-off” tight fill 
system uses proved side-seal 





Diagram shows 
_ how levers are 
released when 
cable is lifted. 
Springs hold 
them firmly in 
position when 
locked. 





| “0° ring with No. SA9260-1 
No. 9260-6 | ex:iive sic | 


Here is a new tight fill system built around 
a proved-in-practice principle. 


Note that the “‘O” ring on the fill cap 
adapter is a side-seal. Seal is made as soon 
as the coupling elbow or cap passes over 
the “O” ring. No problem of leakage, even 
if cap is not locked in position. 


To connect—‘“pull-off” cap and “push- 
on” coupling elbow. Disconnecting elbow 
is equally simple. Just lift up on the hand- 
saving, nylon-coated cable to put levers 
in release position. Then just “pull-off” 
elbow. That simple! That quick! 


Coupling elbow is cast aluminum with 
four transparent windows to observe flow. 
Cap and adapters also are aluminum. 
Adapters available in 3” x 3”, 3” x 3%”, 
3” x 4” sizes. One elbow and one cap fits 
all adapters. Write for full details, or call 
your Buckeye distributor. 


Buckeye Iron & Brass Works 
Box 883, Dayton, Ohio 


America's Quality Manufacturer of Valves and Fittings for the Oil Industry 
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Atlantic dealers, from New England to Florida, are 
now offering to the motoring public a distinctively 
new gasoline— Atlantic IMPERIAL. 

This superior product is the latest achievement in 
Atlantic’s 87-year record of quality leadership. The new 
Atlantic IMPERIAL is designed especially for today’s 
—and tomorrow’s—most powerful automobile engines. 

Atlantic IMPERIAL gives you new power and accel- 
eration as you drive with maximum miles per gallon 


. . . insures quick starts, fast warm-up and smooth 
operation—eliminates stalling due to carburetor icing 
. . . fights carbon deposits which can cause knock— 
increases spark plug life by one-third . . . gives you 
full rust protection . . . reduces engine wear. 


The new gasoline is being introduced with strong 
promotional and advertising support, including a two- 
page spread in Life and intensive use of newspapers, 
billboards, radio and television. 


THE ATLANTIC REFINING COMPANY 
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Does only one job... Does that job besf! 


Guardian 


| for Service 


Station 





BUILDING 
Lighting 


Facade bathes your building—all of it—in a soft white light, from 
roof to grade, without shadows, without glare. 
It's unobtrusive in design, but spectacular in results! 


Oil men everywhere are taiking about it. This is the book that 
tells about It, Write for your free copy. 


} 
cuanoian Light comeany 


500 NORTH BLVD OAK PARK, ILLINOIS 
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THE ORIGINAL 2-HOSE DISPENSER * SERVES 2 CARS AT ONE TIME + BOLTED FRAME CONSTRUCTION 

EASY MAINTENANCE ACCESSIBILITY + TELEVIEW DIAL DESIGN + DRESSER PIPE COUPLINGS 

HIGH-VACUUM ENGINEERED PUMP UNITS + RESILIENT PUMP AND MOTOR MOUNTINGS 
AVAILABLE AS PEDESTAL FOR REMOTE PUMPING SYSTEMS 


BOWSER, INC.° FORT WAYNE, INDIANA 
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Dodge P300 
Forward-Control 


Special bodies fit readily 
on any Dodge chassis with Beverage Body 


most POWER oF THE 
2 LOW-PRICED 3 


...IiIn every weight class 
Dodge Power Giants give you an extra bonus of power. 

From 204-hp. pick-ups to 232-hp. tandems, Dodge V-8's outpower the “other two” 
by as much as 31%. This extra power reduces engine strain, saves wear. What's 
more, Dodge engines, both ¥-8’s and 6's deliver full power on regular gas. 

Dodge hauls more payload, too . . . up to one-third more. And Dodge offers 
major advantages in driving ease, cab comfort and prestige-building good looks. 
See for yourself. Your Dodge dealer has a Power Giant to meet every trucking need. 








Dodge C.O.E. 700 
Tractor 


Collect Your Extra Dividends 
April is Extra-Dividend Month 


Get extra dividends in power, extra dividends in pay- 
load, extra dividends in performance . . . plus a spe- 
cial extra-dividend deal on a new Dodge Power Giant. 


DODGE TRUCKS wim ms ronwano cox > 
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McDonald Vapor-tite fill tube—for safe, 
sure connections: this is the fast, safe, 
convenient way of making a tight fill 
connection when unloading gasoline 
into underground tanks. You lower the 
M&Donald Vapor-tite fill tube into the fill 
pipe and press down on the handle. The 
composition sealing sleeve expands and 
forms a vapor-tite connection with the 
inside of the fill pipe. No chance for vapor 
to escape and cause a hazard. This fill tube is lightweight, made 
of the strongest cast aluminum alloy known, meets all specifications 
and is approved by fire marshals. Write for catalog of M&Donald’s 
complete line of service station and oil handling equipment. 


A.Y. M‘DONALD Mfg. Co., Dubuque, Iowa. Pumps - Brass Goods 
Oil Equipment - Drains. . ; 


NATIONAL PETROLEUM NEWS * April, 1957 





Laboratory-controlled cooling systems test antifreeze under simulated driving conditions. 


Dow reports on your company’s brand of antifreeze 


A good antifreeze formulation has to stand up under temper- 
atures ranging from 60° below to 240° above. That’s one 
reason your company spends literally thousands of hours 
testing, testing, testing—often under actual winter driving 
conditions. 

To make doubly sure, your company also has its antifreeze 
tested by outside research laboratories. In the simulated 
engine run shown above, antifreeze is circulated for 1,000 
hours, and then Dow technicians measure the corrosive 


effects on different types of metals used in radiators. 
After the results of this test and many others are fully 
analyzed, your company’s antifreeze is finally ready for 
marketing. Both you and your customers can depend on its 
high quality, just as you depend on the other products in 
your company’s line. 

It’s good business to sell one family of fine products, all 
backed by your company’s name. Order your company’s 
brand of antifreeze now. 


THE DOW CHEMICAL COMPANY, MIDLAND, MICHIGAN 








LADY DRIVERS TO INCREASE 
35.8% by 1961 


The women’s influence will be seen more and more at 
service stations during the coming years, as record- 
numbers of lady drivers swell station volume. 

Station design has already been changed by many 
companies in a manner that is sure to attract more 
women, as well as men. Ditto for packaging. 

All that remains is for dealers to develop a special 
touch with the ladies (and many already have) to cap- 
ture more than their share of this great and growing 
market. 





THEY’RE NEW! 


Lighted from the inside— 
Brighter on the outside 


Determined to gain an even 
bigger portion of service 
station business and im- 
plant itself more firmly in 
the motorist’s mind, Cities 
Service is now furnishing its 
stations with bright, newly 
designed pole signs. 

Unusually distinctive and 
clearly read froma distance, 
the new signs have won acclaim from all dealers and 
provide mounting evidence that Cities Service is on the 
march to new sales heights for ’57. 


ciTHES SERVICE 


we 








Brand New Gasolenes Boost Volume 
for Cities Service Dealers 


Fuels are 4 years ahead of their time 


In the boldest marketing 
move in many years, Cities 
Service has supplied its 
dealers with totally new 
gasolenes for each grade, 
not just a new premium. 
Literally fuels of the fu- 
ture, these new gasolenes 
have octane ratings as high 
as the predicted industry 
average for 1961! 
Motorists have been 
quick to observe this fact 
in increased performance. 
Meanwhile, Cities Service Dealers have already reported that 
this marketing strategy is ringing up large sales gains. 
In the past, the rate of increase in Cities Service gasolene 
sales has far exceeded the petroleum industry. With these new 
fuels, Cities Service is expected to take an even greater lead. 





Average tire costs about 
one tenth of a cent per mile 

Recent figures indicate that —— ae 
the average automobile tire ; ; 
travels 27,000 miles. 

This means that it actu- 
ally costs your customers 
about one tenth of a cent 
per mile... a mighty good 
buy in anyone’s book. : 

What’s more, whatever be 
the motorist’s normal tire 
mileage is, he can expect it to increase by 25%, if he’s riding 
on Cities Service Tubeless Milemaster Tires. Another good 
reason why Cities Service TBA sales are soaring. 


Cash in on Bigger Profits as a 
Cities Service Dealer or Distributor 


Never before has the outlook for Cities Service 
dealers and distributors been more profitable. Never 
before has Cities Service offered so much incentive, 
so much assistance to new dealers and distributors. 

If you're interested in the full Cities Service story 
write: Cities Service Oil Company, Sixty Wall Tower, 
New York 5, N. Y. 





FLAT a FOR BETTER DISPLAY... 


with Continental ““F”’ ST YLE cans 


If ever packages were tailor-made to sell your 
wax, polish and other petroleum products, 
Continental’s “F” style cans are the packages. 
Handsomely lithographed by Continental master 
craftsmen, the broad, flat surface of every ‘“F” 
style acts just like a poster—makes your product 
more attractive and easier to see. And, because of 
their space-saving, oblong shape, “F” style cans 
let grocers stock more of your product per shelf 


foot, meaning greater sales opportunities. 

Let us start you off with all the “F” style cans 
you need. Sizes four ounce (spout top) to one 
gallon. Then, if you need engineering or research 
help, it’s available as part of our Tailor-Made 
Package Service. Call soon for the packages with 
more “see,” more “sell” —Continental “F” style 
cans. Rapid delivery from shipping points across 
the U. S. 


CONTINENTAL ©can COMPANY 


Eastern Division: 100 East 42nd Street, New York 17, New York 
Central Division: 135 South LaSalle Street, Chicago 3, Illinois 
Pacific Division: Russ Building, San Francisco 4, California 
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a6 ALL SUPPLIES 
O@ IN ONE KIT 


Wee 


Dilco 
Patches 


1 
1 oz. Bottle 
Vulcanizing 
Fluid 


5) 3 ~~ 
| om 








IFFERENCE 


Outmodes all 
other NON-HEAT 
type Patch 
Repairs for 


TUBELESS TIRES AND TUBES 


Service stations everywhere are enthusiastic over the new Dilco patch 
repair. It’s so quick, easy and sure. No heat—no pressure—no extra 
equipment is required. The Dilco patch chemically self-vulcanizes into 
a permanently secure, strongly reinforced, completely trustworthy 
repair. It’s sensational! Be sure to try this modern development. See 
the big difference. Order a Dilco kit, today, from your supplier. 


CHEMICALLY SELF-VULCANIZING 


No Heat Required. Dilco vulcanizing fluid com- 
bines automatically with special Dilco rubber 
formulation to chemically vulcanize into perma- 
nently secure, leak-proof repair. 





COMPLETE SERVICE 
STATION OUTFIT 


CONTENTS 
90 Patches 
3 No. 10 Kits 3 Bottles Fluid 
3 Filler Rubber 


PLUS 


1 Threading Tool for Filler Rubber 
1 Roller Stitcher 
1 Wire Buffer 





REINFORCED WITH NYLON MESH 

No Blow-through. Each Dilco patch is rein- 
forced with over 1500 inches of Nylon filament 
woven into a square mesh fabric. This extra 
strength is vital to prevent blow-through by the 
internal air pressure of tubeless tires. 





FILLS AND DEEP-CURES INJURY 


The Dilco method of threading the puncture 
with filler rubber before applying patch, results 
in a ‘“Deep-Cure” repair that completely seals and 
protects tire cord fabric from moisture, deteri- 
oration, separation and air leakage. 











FEATHER-EDGE PERMANENT REPAIR 


The Dilco patch feathers out to a beautiful razor 
thin edge repair that will not loosen or pull away. 
The puncture is permanently sealed against any 
possible leakage. 





MANUFACTURING COMPANY 72°, !e#t,$2"4,3". 
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Cost-saving service from dock hose 


You can save on replacement and maintenance costs when you Dock hose of Du Pont neoprene spells out savings through 
buy dock hose of long-lasting neoprene. Year in and year out, long, dependable service. Let your supplier show you the type 
you can be sure of superior performance when your hose re- you need, 


ceives neoprene’s double protection—inside and out. FREE! THE ELASTOMERS NOTEBOOK. Every issuc is filled 


Whether you’re handling petroleum or chemical products, with informative data about current uses of neoprene. To get on 
the smooth neoprene tube resists the softening and swelling ihe mailing list, write to: E. I. du Pont de Nemours & Co. (Inc), 
effects of oils and most chemicals... does not form soft spots. Elastomer Chemicals Department NP-4, Wilmington 98, Delaware. 





And the fabric reinforcement is protected from without 
by a neoprene cover. It’s made to take all the punishment 


weather can give—and then some. Sunlight, twisting, scuffing N & O al id ee N E 
and abrasion—all the punishment a waterfront hose must take 


—have little effect on this rugged neoprene cover. The rubber made by Du Pont since 1932 


BETTER THINGS FOR BETTER LIVING 
: THROUGH CHEMISTRY 


Leland Motors circulate blood for “stopped heart” surgery 


Combining their knowledge and skills 
the University of Minnesota and Sig- 
mamotor, Inc., have perfected an in- 
genious heart-lung machine which 
permits a surgeon to stop a beating 
heart, open it and then work inside 
for extended periods of time. 

The new equipment, representing 
a great advance in direct-vision, intra- 
cardiac surgery, circulates the patient's 
blood through an oxygenator and 


asso MP os 


LELAND 


back through the patient, completely 
by-passing the stilled heart. The cir- 
culating pumps are powered by a \% 
hp Leland ex plosion-proof motor. 
Next time you need a motor you 
can depend on—look to Leland. 
You'll find Leland knows how to make 
motors to answer your specific needs. 
For more information on the com- 
plete line of Leland motors and gen- 
erators, write the address below today. 


THE LELAND ELECTRIC COMPANY 
Dayton 1, Ohio 


Division of AMERICAN MACHINE & FOUNDRY COMPANY 


4 


Leland explosion-proof motor, ca 
start, induction-run. 115/230V, 4-pole 
double shaft, Underwriters Listed C 
Group C (for res containi: 





ether vapors, eth 


, or 
ee eee ener 
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Lithium-Base Multi-Purpose 


INLUCITE 21 


STRETCHES 


your grease dollar 


Less inventory! Less waste! Less time-out 
for greasing! Fewer errors! Plus longer-lasting 
protection! No wonder users say grease 
dollars go further with INLUCITE 21, the 
unexcelled all-weather grease that outlasts 
every specialized grease it replaces. 
INLUCITE 21 seals out dirt, guards against 
wear for extra hundreds of miles between 


applications. Write for details. 


“ 


won’t melt won't ‘wash 
out out 


INTERNATIONAL LUBRICANT CORP. 


NEW ORLEANS, LOUISIANA 
Manufacturers of Quality: Lubricants « AVIATION » INDUSTRIAL * AUTOMOTIVE » MARINE 


With Research Comes Quality, With Quality Comes Leadership 
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SELECTED FOR THE ROCKWELL 
TEST STATION 
AT PITTSBURGH 


Rockwell's indoor proving room is equipped with EXCEL-SO Calibrating Tank in service at world’s largest 
EXCEL-SO Calibrating Tanks for controlled metering. meter and valve testing installation—Rockwell Test Station. | 


+ 


In world wide service this famous 

EXCEL-SO product has proven 
itself as a scientific measuring 
instrument—not just an ordinary 


welded tank. Its designed ond s WARNER 


fabricated to meet the most exact- 


ing requirements—meter testing [ é UJ ; SS 


under laboratory conditions. In 
stationary, portable and high pres- C 
sure service it insures greatest : 0 iL p A Nn Y 
metering accuracy for petroleum 
products. Write Warner Lewis BOX 3096 e TULSA OKLAHOMA - 
Company for further information. 














ee ae eee +--+ + 
ee so re a 
DIVISION OF RAM CORPORATION 
Representatives in all major cities. in Canada: FRAM CANADA, LTD., Stratford, Ontario 


varie, : 


+ 
| 
| 


NATIONAL PETROLEUM NEWS °* April, 1957 








i 
For filling... TIRES OR TANKS 











/t pays to insist on Thermotd tose 


For every oil marketing job, there’s a 
Thermoid Hose engineered to do the job better... 
last longer . . . cut your replacement costs. 


The hose you need is quickly available from your : — 
Thermoid Distributor. Get full information ermol 


from him, or if you prefer, write direct. 


Thermoid Company, Trenton, N. J. 
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YOUR PURCHASE 





GILBARCO 
TWOSOME 


“SALES-MAKER” 


DOUBLE PUMPING CAPACITY 
IN MINIMUM SPACE! 


Don’t let limited island space slow down your service. 


Only the new Gilbarco Twosome SALES-MAKER gives you alli 
these advantages: 


@ Increases island capacity by doubling hose outlets 
@ Requires 40% less space than two single pumps 
@ Same height and depth as single pump 

@ Both sides of island can use both hoses 
* 


Two models: Model 1026 for regular and premium grades; 
Model 1016 for one grade 


@ Both single and two-product Twosomes have inside extension hoses 
And the same business-building features that have made the 
Gilbarco single SALES-MAKER today’s most wanted pump... 


@ Billboard-type brand panel 
Large easy-to-read dial face 





° 
@ Rugged, rigid Mono-Frame construction 
@ Only 414’ tall, yet 13’3” hose reach 


New Gilbarco Twosome HEP ET VER ata 
helps you to give customers the fast, effective Gilbert & Barker 
service that will bring them back again and Manufacturing Co. 


again. For further information write to: West Springfield, Mass. 
Toronto, Canada 








Gasolines, 
Motor Oils 
and other 


Petroleum Products 


of Highest Quality. 


HUMBLE OIL & REFINING COMPANY 


Retail Marketers 
in Texas (hum BLE) 


and New Mexico 
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THE RIGHT 


TRUCK TANK 
for you 


“The Betsy Ross” —1,200 gal., 3 compartment stock truck 
tank mounted on model F6 Ford. CA 84”. 


Take a good look at the six truck tanks illus- 
trated: hay. Fave ane soem motes, “ews “The William Penn” —1,500 gal., 3 compartment stock unit 
de luxe, custom-made job. They all have a mounted on model KB 7 International. CA 102”. 
number of important things in common— 
things you want in your truck tanks. 
Each one was engineered to the exact re- 
quirements of the work it has to do. Each one 
is constructed of the highest quality mate- 
rials, with strength to spare wherever strength 
is required. Each fitting and accessory is “The Ben Franklin” —2,000 gal., 4 compartment stock truck 
specifically designed for its particular purpose. tank mounted on mode! U70 Autocar. CA 103%”. 
All fittings are steel, malleable iron, or high- 
grade bronze. Each weld is expertly made 
and with no skimping. The tank of each one 
was tested at least twice after mounting. 
Of every 4 Quaker City truck tanks we 
build, 3 are repeat orders. Whatever your 
requirements—an inexpensive stock tank or en ot ida unit 
a de luxe streamlined unit—Quaker City is 
your best buy. Write for full information. 


QUAKER CITY 
IRON WORKS a 


3400 Gaul Street © Philadelphia 34, Pa. ps oe perhemmeagys 


ONE OF AMERICA’S LEADING TRUCK TANK BUILDERS 
FOR OVER 25 YEARS 


Pacific Coast Distributors: 

Oil Marketing Equipment Co., 325 Fremont Street, Sen Francisco 5, Calif. 

Howard Supply Co., 5125 Santa Fe Avenue, Les Angeles 11, Calif. 

New England Distributor: 

Northeastern Petroleum Service & ly Ine, » 

ame tan tena ae 3 rtment de luxe unit mounted on model 
; front tandem axle and cab 120%". 
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MAKE MORE MONEY 
WITH LESS INVENTORY — 


Inadequate or Top-Heavy Inventories 
Cost You Money! 


THAT’S WHY we pay special attention to helping 
you set up Dayton Thorobred tire inventories tailored 
exactly to each of your particular station operations. 
In fact, Dayton Field Merchandisers, who are seasoned 
TBA experts, are always close at hand to give you assist- 
ance on any tire marketing problem that may arise. 
This, however, is just one of the ways we can help you 
make money on your tire sales. In addition, Dayton 
provides you with: 
© SENSIBLE, COMPETITIVE PRICING 

COMPLETE HIGH-QUALITY LINE 

WRITTEN SERVICE GUARANTEES 

AGGRESSIVE ADVERTISING AND PROMOTION 

ATTENTION-GETTING SALES AIDS 

ON-THE-SPOT SALES TRAINING 

EXPERIENCED MANAGEMENT COUNSEL 


Write, wire or call collect today, for more information 
on the Dayton Franchise which offers you a quality 
product and a practical marketing program that will 
increase your tire sales. 








4 LEADER IN ITS FIELD. The All-New Dayton 
Thorobred Premium Available in Tubeless 
or Tube-Type, Nylon and Rayon. 


oan, af he 


rae 


—_— BP 
% GPO LEE = 
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Dayton is one of the leading suppliers of 
TBA Products to the Petroleum Industry, 
now serving over 100,000 stations. 


re the 
‘oS 


© D. R. 1957 


Daytom 
Woo aE 


Dayton Rubber Co., Tire Division, Dayton 1, Ohio 
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FREE VENTS BREATHER VENTS 
GAUGE HATCHES Sturdy, screened units that provide unimpeded For low pressure storage of both the 
free flow of air and vapor in and out of tanks. working and emergency type, incorporat- 
Ne ing diaphragm seals for positive tightness. 


Available for cone roof, floating roof 
and low pressurized storage tanks, 


featuring positive tightness, auto- ae i 
matic closure, and resilient cover seal. | mses ] 




















WATER DRAIN VALVES AUTOMATIC TANK.GAUGES 
New designs incorporate steel Incorporate Neg‘ator spring in gauge head with high visibility tape with 
bodies, with resilient seats. new design tubular float. Applicable to all low pressure storage tanks. 


Precision is the hallmark of Wheaton Tank Fittings — developed 
through 65 years experience in the manufacture of equipment for 
the handling of petroleum and chemical products. Wheaton Precision 
is your assurance of quality. Send for Catalog No. 66, which illus- 
frates and describes the complete line of Wheaton Tank Fittings. 


WHEATON BRASS WORKS, UNION, N. J. 
Manufacturing lieensees in Canada, England, Germany, Sweden, France, Brazil, Australia, South Africa. 


»» Wheaton 


the best by every standard 
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Pete Penn helps you 

GET MORE OIL PROFITS 
WITH PENNSYLVANIA 
MOTOR OIL 


You’re a car-maintenance expert when 
you recommend a brand of Pennsyl- 
vania Motor Oil to your oil-change cus- 
tomers. Customers will thank you for 
extra oil mileage and less engine wear. 


Made from the world’s finest crude, 


Pennsylvania Motor Oil is the out- 





standing lubricant for the fast-moving, 





close-fitting parts in today’s high- 
compression engines. Suggest a refill 
with Pennsylvania. 





IN 1957... 
96,500,000 MESSAGES 


by Pete Penn in these leading national magazines will 
be selling car-owners on Pennsylvania Motor Oil. Your 
suggestion to “refill with Pennsylvania” will help you 
capitalize on Pennsylvania’s superior reputation, main- 
tained through 33 years of consistent advertising. 


MAKE MORE OIL PROFITS WITH A BRAND OF 


PENNSYLVANIA 
MOTOR OIL 
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New profits 


from made-to-order oils! 





Lube Oil 
Additives 


Get an added source of income 
—at no extra cost to you—by 
providing your customers with 
custom-formulated oils. 


By tailoring Oronite additives 
to your base oil, you can furnish 
your customers with exclusive 
made-to-order oils. 


The rapid growth of Oronite, as a 
major lube oil additive supplier, can 

be attributed to a willingness to 
custom-formulate for oil marketers 
—meeting price and performance 
specifications. Oronite has compounded 
and engine tested hundreds of additive 
compounds and is currently supplying 
over a hundred different formulations. 


It will pay you to discuss compounded 
motor oils with Oronite. Write or phone 
our office nearest you. 


ORONITE CHEMICAL COMPANY 


EXECUTIVE OFFICES 
200 Bush Street, San Francisco 20, California 


Mer 5 SALES OFFICES 
San Francisco, New York, Wilmington, Chicago, Dallas, Cincinnati, Los Angeles 


EUROPEAN OFFICE . ah 
36, Avenue William-Favre, Geneva, Switzerland — F PR ASS 


atlaiilidtaiion 
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To help sell the products you package in Canco containers... 


,..Caneo sponsors 
NBC NEWS on TV during 195/ 


— broadening the famous ‘“‘oval"’ campaign to consumers! 


This year, news-conscious America is seeing Canco’s oval trade-mark on 
television—and learning why it symbolizes packaging leadership . . . 
how it helps everyone to “live better, more conveniently, for less money.” 


To tell its message, Canco has chosen NBC NEWS on TV, featuring 
Chet Huntley and David Brinkley. It is TV’s highest-rated news show, 
carried by 89 stations with a potential audience of 35 million TV homes! 


To get the full benefit of this powerful and dramatic campaign, make 
certain your containers carry the Canco oval—the trade-mark recog- 
nized by more and more consumers as their guide to quality containers, 


el. 


Tune in the next Canco NBC-TV NEWS Show—April 8, and alternate 
Mondays thereafter. See your local newspaper for time and channel. 


AMERICAN CAN COMPANY New York + Chicago « San Francisco 
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Omens... 


(and keep ‘em, too) 












































Contact the Conoco Manager in the Continental Oil Company office nearest 


R. W. Abrahamson, 610 Roanoke Bidg. 
Seventh & Marquette Sts., 
Minneapolis 2, Minn. 

Dale Chapman, 757 West Second South 
P.O. Box 2250, Salt Lake City 10, Utah 


J. B. Dickey, 2065 Union Avenue 
Memphis, Tenn. 


W. S. Dulaney, 203 Carondelet Building 
New Orleans, Louisiana 


K. T. Johnson, 1300 Main Street 
P.O. Box 2197, Houston, Texas 


Willis Johnson, 1321 Kaw Avenue 
P.O. Box 1398 
Butte, Montana 


H. U. McBirney, 5415 No. Pennsylvania 
Ave., Oklahoma City 12, Oklahoma 


J. L. McCulley, 117 Trumbull Ave., S.E. 
P.O. Box 1342, Albuquerque, N. M. 


W. E. McCullough, 1710 Fair Building 
Ft. Worth, Texas 


M. T. Swanson, 1755 Glenarm Place 


‘Denver, Colorado 
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We'll show you tested ways of corraling customers... 
give you tips on building volume, training personnel, improving bookkeeping. 
In fact, we’ll make available to you a “‘library” of brochures covering most 
of the key questions in service station management. You can think of the 
Continental Oil Company as your information center—another good reason for 
doing business under the Red Triangle, ‘“‘Hottest brand going.” 


Does your present supplier answer these important questions for you? 


What can I offer my employees 6 What kind of advertising should 
as extra incentives? I do myself? 


What should my records tell me? my No. 2 man have? 


What kind of promotions pay off How can I get the most from my men? 
and what do I do about it? 


How can I teach my driveway 
> salesmen to really sell? 10 What does the future hold for me? 


Why should I keep my station so clean? 


Conoco covers each of these subjects in a separate brochure. Which of these 
concerns a particular problem of your own? Let us know. The brochures are 
yours for the asking. 

Order your copies now by writing to the Conoco Division Manager in the 


office nearest you. Or use the attached coupon, specifying each of the subjects 
that interests you. 
























































Dept. AD, Box 2197, Houston, Texas 





I am interested in the helpful information contained 
in your brochures. (Please specify subject by num- 


you or mail this coupon ———> bers shown). 


Warner Tyler, 1301 W. Belden Avenue 
Chicago, Illinois 


K. R. White, 836 Stuart Building 
P.O. Box 393 
Lincoln 1, Nebraska 














J. G. Willis, 301 East 51st Street 
Kansas City 12, Missouri 





© 1957, Continental Oil Co. 
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Trained, enthusiastic dealers can move more petroleum products 


Cappel, MacDonald has spent 35 years proving that 
fact to the satisfaction of the nation’s leading execu- 
tives, including many prominent oil marketers. 

“Our sales have shown a substantial increase dur- 
ing the campaign,” says one maker of lubricants. 
“Always, the salesmen are enthusiastic.” 

“It seems fitting that we express our complete 
satisfaction with the efforts put forth by your com- 
pany in making this contest the success it has been 
to date,” reports a famous oil company. 

Having just concluded a successful promotion in 
which prizes were awarded for purchases in excess of 
1955 levels, another major oil marketer gives credit 
to C-M service: “We are having repeated and very 
favorable comments regarding the merchandise you 
are shipping to our dealers and their men.” 


hortcut to 
sales training success 


C-M incentive campaigns open minds to sales 
training because they supply personal, tangible and 
immediate reasons for reading and applying “prize 
winning tips”. They build better working habits 
because they hold the interest of every man until 
he has proved to himself that your methods work 
better. And they get the job done without disrupting 
your entire organization! 


Professional planning relieves 
your executives of a time-consuming, 
one-shot job that could sabotage other 
vital duties ... and gives you the bene- 
fit of experience gained by the nation’s 
oldest and largest incentive service 
company. Just outline your objectives, 
and C-M specialists will have a com- 
plete plan on your desk in less than 
three weeks’ time. Approve it, and our 
staff will go to work on your problem. 


Cappel, MacDonald & Company 
Dayton, Ohio . . . Offices in principal cities, Canada and Europe 
@ SALES INCENTIVE PLANS j 


Self-liquidating prizes include 
more than 1,400 nationally advertised 
products ... plus luxury trips for 
groups of any size to any place in the 
world. You carry no inventory ... run 
no risk of choosing an ineffective prize 
. . . make no prize investment until 
results have justified the expense, Just 
put your own price on a specific mar- 
keting goal—and pay on delivery! 


Free service is provided by normal distributor and 
travel agency discounts. More than 400 specialists are avail- 
able to plan your campaign, create promotion material, 
arrange travel, buy and ship merchandise, handle every 
detail. Aside from printing costs, you pay only wholesale 
prices and carrier-resort rates for awards earned. 


Get the facts now! For free hints 
on motivating salesmen, phone the 
nearest C-M office, or write on your 
letterhead for “Who's Selling Who?” 
CAPPEL, MACDONALD AND COMPANY, 
Dept. H-4, DAYTON 1, OHIO. 


Featuring Air Travel on... 


File AMERICAN AIRLINES 
i Pean AMERICAN 
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WHY VALVE LUBRICATION SAVES -MONEY 


TROUBLE STARTS WHEN METAL RUBS METAL... 


Under the microscope, metal that appears mirror-smooth to the naked eye shows 
as sharp mountains and deep valleys. This roughness, combined with the heat and 
pressure of metal-to-metal rubbing, causes valve trouble in the following ways: 


STICKING SHEARING PLOWING 


“Cold Welding” occurs when friction or The “hills” of one surface gouge into if one surface is even slightly harder 
pressure welds the peaks together. The the hills of the other surface causing than the other, the hard peaks act like 
result: sticking. further sticking and scoring. a “plow”. Leakage soon results. 


BUT, WITH ROCKWELL-NORDSTROM VALVE LUBRICATION... 


metal-to-metal contact is eliminated. Here’s what happens when metal-to-metal 
surfaces are lubricated: 


SLIDING ROLLING SEALING 


Lubricant? prevents friction heat, elimi- Lubricant becomes millions of tiny bear- Pressurized lubricant forms an im- 
nating danger of cold welding and as- ings .. . metal surfaces actually never penetrable, continuous seal against 
suring easy movement. come into contact with one another. leakage. 


LONGER LIFE, LOWER COST, better valve service re- 
sults when you specify Rockwell-Nordstrom lubri- 
cated plug valves. Notice in the drawing at the left 
how lubricant protects all the working surfaces and 
seals positively against leakage. Since lubricant elim- 
inates adhesion, shearing and plowing, Rockwell- 
Nordstrom valves cost you less to use. . . year after 
year. Rockwell-Nordstrom valves are available in a 
complete range of sizes and pressure ratings to answer 
every flow control need. They cost no more to buy, 
often less, than ordinary valves. See your nearest 
supplier or write Rockwell Manufacturing Company, 
Pittsburgh 8, Pa. for complete details. 


Canadian Valve Licensee: Peacock Brothers Limited 


ROCKWELL-Nordstrom VALVES 


LUBRICANT SEALED FOR POSITIVE SHUT-OFF © 





by cars that shift for themselves” 


4, ; oe 
“Mee Tex acy DEALERS 


Automatic transmissions are expensive. 
They require the finest lubrication protection 
they can get. 


And that is just what Texaco Texamatic Fluid gives! 


The proof ... Texamatic Fluid is the one 
which has been most widely used by the 
manufacturers of automatic transmissions. 


Texaco research has worked closely with 
manufacturers from the very beginning in 
developing the finest type of lubricant 

for this type of service. 


The high quality of Texamatic is one reason 
why millions of motorists prefer Texaco Dealer 
automatic transmission service. 


The result is extra income and extra profit 
for Texaco Dealers. 


THE TEXAS COMPANY 
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For trouble-free 
service station 
piping use Dresser 


Couplings and 
Fittings 


When you install service station piping, you have to 
be right the first time. Mistakes can mean costly 
excavation and even costlier interruptions of business. 
That’s why you find Dresser Couplings being used in 
the underground piping of so many new service stations 
these days. Dresser Couplings provide permanently 
tight joints that withstand the stress of ground settling 
and frost heave. Installation is simple. Any man who 
can use a wrench can make a perfect joint because there 
are no threading, close alignment, or exact pipe cutting 
problems to complicate the job. Dresser Couplings and 
Fittings are available through your local piping supplier. 


Write for your free copy of Dresser’s Petroleum 
Marketing catalog, showing how you can benefit 
by using Dresser Couplings and Fittings. 


DRESSER 


Dresser Manufacturing Division + Bradford, Pa. 
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STYLE 38 
Standard couplings for 


sizes 2” and larger. 


STYLE 90 


Heavy-duty ‘‘no 
thread” fittings for 
underground piping 2” 
or smaller. 


STYLE 90 


Fittings are also available 
in 90° and 45° “L's”. 





64,000,000 Galions of Aviation Fuel Consumed Per Year 


FROM BULK PLANT TO TANK TRUCKS TO PLANES...AN ENORMOUS FUEL HANDLING JOB 


Currently it takes a daily average of 175,000 gallons of 
fuel to “gas-up” the ever increasing number of domestic 
and foreign airliners departing from New York Interna- 
tional Airport. The Port of New York Authority operates 
the airport and Allied New York Services, Inc. operates 
(for the Port Authority) the large tank farm and tank 
truck fleet necessary to keep this tremendous refueling 
job operating smoothly around the clock, day-in and 
day-out without interruptions or delays. 


These original eight Marlow self-primers are pumping fuel from 
underground tanks to the first eight loading racks. 


Self-Priming Centrifugals Do The Job 

Seven years ago the bulk plant was constructed with eight 
30,000 gallon underground tanks and loading stations. 
Specifications for the pumping equipment as written by 
The Port Authority were based on vapor handling ability, 
high capacity, and low maintenance. Self-priming centrif- 
ugals were the only pumps which could fill these desir- 
able specifications, and Marlow pumps were selected 
because they were already proven out on similar jobs. 


The first additions to the original installation, these two Marlows 
have been on the job for over 7 years with little maintenance. 
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These six Marlows were added during the 
second phase of expansion as the plant size 
increased to 16 loading racks. 


A Big Pumping Job 

As the airport traffic swelled, the bulk 
plant expanded. First, six 500,000 
gallon tanks and two 250,000 gallon 
tanks were constructed above ground. 
Later twelve 30,000 gallon tanks were 
installed under ground. In 1955 
another four 220,000 gallon tanks 
were added above ground so that the 
bulk plant now holds 4,880,00v gal- 
lons and has twenty loading stations. 
For each expansion Marlow pumps 
were used. 

These twenty Marlow bulk plant 
pumps handle 90, 100, 108, and 115 
octane aviation gasoline along with 
J. P. 4 and 640 Kerosene jet fuels. 
They load an average of 90 tank trucks 
each day. Pumping high capacities, 
they top off 4,200 gallon refuelers. in 
less than 20 minutes. For tank strip- 
ping, three small Marlow self-primers 


are used. 


High Speed Plane Fueling 
Naturally, the same desirable pump 
features of vapor handling, high 
capacity, and low maintenance were 
needed for the New York International 
Airport tank truck fleet. In the begin- 
ning the Port Authority used Marlow 
engine-driven self-priming centrifugal 
pumps. Later the specifications were 
switched to gear-driven self-priming 
centrifugal pumps operating from the 
tanker’s power-take-off. 

Today, the entire tank truck fleet 
is equipped with gear-driven self- 
priming centrifugal pumps. All told, 
approximately 35 trucks are equipped 
with Marlow pumps and the last 25 
trucks purchased have been equipped 
with Marlow pumps. 


The latest expansion of the airport bulk 
plant includes four 4-inch Marlow Self- 
Priming Centrifugal Pumps. 


Here are three of the last twenty-five addi- 
tions to the Allied New York Services, Inc. 
tank truck fleet. All twenty-five are equipped 
with Marlow gear-driven self-priming centrif- 
ugal pumps. 


This is one of the three small Marlow pumps 


used at New York International Airport on 
tank stripping service. 


This Marlow gear-driven self-primer pumps 
up to 400 GPM. Standard construction in- 
cludes multiple discharge ports which allow 
simple piping of pressure relief bypass in 
addition to the main discharge pipe. 








Seven Years 
of Trouble-Free, 
Low Maintenance Service 


During their entire seven years of 
operation at New York Interna- 
tional Airport, the eight original 
Marlow pumps have required only 
minimum maintenance as have the 
fifteen additional Marlow bulk 
plant pumps. At least one Marlow 
gear-driven self-priming centrifugal 
pump has been in operation for 
over five years. The other thirty- 
five give every indication of follow- 
ing the same satisfactory pattern. 
All of these pumps were obtained 
through Louis M. Barish Co., Inc., 
one of Marlow’s distributors in the 
New York area. 


These same trouble-free pumps are 
available to modernize your bulk 
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plant as well as reduce your mainte- 
nance problems. For further infor- 
mation, write for Bulletin PM-06. 
For immediate technical help, ask 
for the name of your Marlow dealer 
or look in your local classified 
directory. 


MARLOW PUMPS 
Division of Bell & Gossett Company 
MIDLAND PARK, NEW JERSEY 
Morton Grove, Illinois Longview, Texas 
tn Canada: 

PUMPS & SOFTENERS LTD., LONDON, ONT. 
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! YOUR 
1 PRODUCT 


Combine keen and personal interest 


in your product and operation with 
experienced know how and you 

come up with NATIONAL CAN . . . the 
perfect combination for efficient 
packaging. Why not let us survey 
your needs — you'll see how 

much more you get from 

NATIONAL CAN. 


PRODUCT RESEARCH 
RESEARCH ENGINEERING | DEVELOPMENT 


NATIONAL CAN 


c OoORPOR A Tt 


CHICAGO © NEW YORK @ SAN FRANCISCO...PLANTS FROM COAST TO COAST 
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New 57 Ford 
Modern through and through 
...to cost you less! 

















New Tilt Cab line offers six series 
from 18,000-lb. GVW to 60,000-Ib. 
GCW. Up to 212 horsepower. 


FORD TRUCKS 


COST LESS 
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Modern with a purpose—that’s the Ford truck 
story for 57. Modern through and through to give 
high-efficiency performance that costs you less! 

Look at Ford’s new line of Tilt Cabs . . . the 
lowest-priced* in America. See Ford’s new tandem 
axle models. Built from the ground up for extra- 
heavy-duty work, they’re rated to carry as much as 
6,000 pounds more’ payload than other leading 
tandems with comparable specifications. And Ford’s 
new pickup with its smart-looking Styleside body 
gives you the biggest loadspace in the half-ton field 
—standard at no extra cost! 

For durability, there’s new toughness everywhere 
—in longer-lived Short-Stroke engines, in stronger 
frames, in sturdier axles, in higher-capacity springs 


*Based on a comparison of factor y-suggested list prices 








ONLY FORD GIVES YOU ALL THESE MODERN FEATURES 


. . . more reason than ever why Ford trucks last 
longer than any other leading make. 

One look tells you—here’s something new, really 
new, in trucks. For the full story on what they can 
do for you, contact your Ford Dealer, or mail the 
coupon . . . today. 


‘pleelipsiontinpentententer 


ORD Division of FORD MOTOR CO., P.O. Box 658: Dearborn, Mich. ; 
} Please send me the following truck model literature: 


() CONVENTIONAL () TILT CAB 0) TANDEM i 
() LIGHT DUTY ]) MEDIUM DUTY oO 


HEAVY DUTY 





f a: siccbinielliiadis | 


Address. 





City. State. T 
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NEW Heavy Duty V-8 engines 
now have 4-barrel carburetion 
standard. Fresh-air intake with 
new thermostatic control option- 
al on 302 and 332 V-8 engines. 


NEW riding comfort! A completely 

new chassis suspension, roomy 

cabs with increased visibility, 
greatly improved handling 
ease. 


NEW power advances! New 
higher horsepower, new freer 
breathing, new higher compres- 
sion ratios, new Super-Filter air 
cleaner. New advancements from 
camshafts to carburetors. 


NEW Driverized cabs! Completely 
new—stronger, roomier, smarter! 
New wider full-wrap windshield. 
Newinboard cabstep,uew Hi-Dry 
ventilation, new easy-to-read 
instrument panel! 


NEW chassis strength! New 
frames, up to 13% stronger. New 
sturdier axles! New longer, higher- 


capacity, easier-riding springs! 








Ford’s tandem models 
go modern in a big way. 
GVW up to 45,000 Ib. 
GCW up to 65,000 Ib. 
Up to 212 horsepower. 





Engineered to handle 


THE CARS OF YESTERDAY... 


Equipped with roller bearing 
pistons for smoother raising 
and lowering — and positive 
alignment, regardiess of off- 


center loading. Full-Hyd ti 
INTRODUCED an 1951 poesia imation Aigo ii 


—and now, six years later, 
easily handles ALL cars, 
including 1957 models—with 
no changes or extras required. 


UNITED STATES AIR COMPRESSOR CO. 
5300 HARVARD AVENUE . CLEVELAND 5, OHIO 
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NOW IN 1957 U.S.aean 
LOOKS AHEAD = [jf 


Here’s still more flexibility 
for future model cars— 
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New, improved safety 
swivel pads (only 3% 
inches from top of 
pad to floor) provide 
ample clearance for 
future model, lower- 
built cars. 


Including all 1957 models— 
without purchase of 
extra adapters. 


Buy for the future 
as well as the presen 


_ See hee 


De most flexible lift. | 
on the market 


AIR COMPRESSORS 
HYDRAULIC LIFTS 
LUBRICATING EQUIPMENT 





, 
( 
\ 


Tri-Sure plant at Niles, Oo. 


New 77/-Sure plant at Niles, 0. ,... 
Te-Sure Se 


meets increasing demand for “=X 
“the best in pail closures” 


This new plant at Niles, Ohio, the most modern of its kind, was built to meet 
the increasing demand by shippers all over the country, as well as many 

foreign countries, for the extensive line of Tri-Sure* Pail Closures. Tri-Sure 
At this plant, the most advanced closures for light containers pe 
are developed and manufactured. Among these are the Tri-Sure Assembly 
Reversible Spout Assembly, with spout protected inside the pail: 

the Tri-Sure Tru-Pour Assembly, featuring a collapsible spout; 

the widely used Tri-Sure KT or Utility Can Closures, 

which feature easy pouring, filling and re-use; and , Pa 
many other unique fittings that help the pail Tri-Sure & 
shipper do a better job of packaging and selling. Push-Pull MX St 


, , Ss ' 
Strategically located to play its role in Pees NA 


‘**Tri-Sure the World Over,’’ the Niles plant 
joins Tri-Sure’s nine other plants, offices 
and affiliates in providing the finest in Tri-Sure 
pail closures as well as drum closures ‘'eoded yf 
to the oil and chemical industries. Pranab 

moly 
Tri-Sure Tru-Pour 
Collapsible Spout 

Assembly 


eo 


f° The “Tri-Sure” Trademark is 
over 35 years serving industry. 


AMERICAN FLANGE & MANUFACTURING CO. INC., 30 ROCKEFELLER PLAZA, NEW YORK 20, N. Y. 
CHICAGO, ILL. - LINDEN, N. J. - NILES, OHIO 


Tri-Sure Products Limited, St. Catharines, Ontario, Canado 

Tri-Sure S/A Indéstria e Comércio, Soo Paulo, Brazil 

Americon Flange & Manufacturing Co. Inc., Villawood, N. $. W., Australio 

Componio Mexicano Tri-Sure $/A, Avenida No. | y Piramide, Navcalpan, E. de Mexico, Mexico 
B. Von Leer N. V., Stadhouderskode 6, Amsterdam, Holland 

Van Leer Industries, itd, Seymour House, 17 Waterloo Place, Pall Mall $. W. |, London, England 
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Ahead of the News 


Progress on §-11?—Opponents of the Patman-Kefauver 
“anti-good- -faith” bill believe they’ve been making some 
headway in Washington testimony. But Washington observ- 
ers still think time favors the bill’s passage. They say the 
bill's supporters still have a better-than-even chance to bring 
the bill to a vote; and if that happens, passage is a sure 
thing. 


High Switch—A major-company marketing official 
predicts thet within five years political and public pressure 
will force service stations back on to limited access high- 
ways (they're barred under the federal highway program). 
His prediction is based on the “impossibility of obtaining 
service if your car breaks down” on present limited access 
roads. The volume of service calls handled by his company 
on one turnpike “would astound you,” he says. 


End of Road for Lessees?—The debate over changing 
Service patterns goes on. A Midwest operations man sees 
a trend away from service sidelines that will bring a return 
to company-operated stations, and the gradual disappear- 
ance of lessee operations. He believes new developments 
like the Multi-Luber, sealed bearings and batteries will just 
about eliminate the need for service—which the lessee 
needs to make a profit. Other marketers disagree: they 
think stations can handle more extensive light repairs (NPN 
——March, p86). But this operations man calls it “garage 
business that won't sell gasoline.” 


Moving Billboards Back—That’s what one congres- 
sional faction wants to do on the new federal highways. The 
group will be backed by the Eisenhower administration, 
now that Secretary of Commerce Weeks has offered a 

“encouraging” states to establish and enforce a 
750-ft. billboard-free zone on each side of the new roads. 
. The move would be accompanied by a threat to withhold 
_ 5% of federal contributions to highways not zoned that 
- way. Other bills pending in Congress propose 500-ft. and 

600-ft. zones; one would deprive “uncooperative” states of 
all federal aid for interstate highways. 


‘Move to the Rear, Please—Auto makers reportedly 

__ planning to move the transmission to the rear of passenger 
ears face some problems. Engineers say the new location 
makes it extremely difficult to install a fill pipe and dipstick. 
Temporary solution will probably be outlets into the trunk 
area, but the engineers don’t like it and believe the ultimate 
answer will be 4 permanently sealed transmission. That may 
mean no motor oil refilis or level checking—some day. 


Venting From the Ground—Your truck drivers will 
‘soon be able to open tank truck vents from the ground 
-. while opening flow valves. An outlet valve-tank vent pack- 
» * age with mechanical linkage will be on the market shortly. 
It's expected to boost bottom loading, too, because inlet 
ee ee 
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More ‘Cocktail’ Pumps, Maybe—A Texas independent 
refiner with its own branded outlets is reported to be con- 
sidering a Sun-type blending pump. The company has made 
no definite decisions, but it’s getting estimates on equipment. 
An official says, “We wonder if Sun doesn’t have the right 
answer te this whole thing.” 


More Work on Shale Oil—Union Oil of California ex- 
pects to have its Grand Valley, Colo., shale oil operation 
going by the middle of May. It’s the first prototype for a 
commercial retort to extratt oil from shale ever built by 
private industry, and will process between 300 and 600 
tons a day. Union expects the yield to average around 
30-35 gal. a ton. 


Carload Discount Fading—Federal Trade Commission 
efforts to limit discounts on large purchases of tires will. 
probably be of no avail. FTC has lost two rounds in the 
courts and may find it difficult to convince the Justice Dept. 
to try again. FTC wants to limit discounts to carload lots. 
although discounts are made on the basis of yearly dollar 
volume; it lost in the courts because of this discrepancy. 
An FTC victory would almost certainly cut major-company 
tire profits. 


New Credit Card Test—A major company is experi- 
menting with the idea of getting 150 customers in the im- 
mediate area of a station and giving them credit cards with 
no investigation at all. The object is to see if losses are low 
enough to make this kind of credit push worthwhile; the 
test is running in five cities. 


Floor Under Station Wages?—Labor Secretary James 
Mitchell recommends bringing about 2.5-million additional 
workers under the minimum wage law. This would include 
all service station Operators and employes whose stations 
are directly owned or controlled by companies with annual 
interstate merchandise shipments over $1-million or whose 
employes total 100 or more. Mitchell says individually- 
owned or controlled stations would not be subject to the 
act, which calls for a $1-an-hour minimum wage. 


“Fill ‘er up” Offshore—Offshore “filling stations” to- 
provide bunkering services for ships at sea are planned for 
completion this year by Calpi Investments, Ltd., of Mon-. 
treal. There will be 40 stations, costing up to $1-million 
each, along the coast of Canada, the U. S. and Panama; 
they'll provide one-stop fuel and fresh water services up. 
to three miles from shore. 


For More Ahead of the News P- 
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Gas Bill Hopes Dim 


Unless President Eisenhower comes to the rescue, natural 
gas producers fear their last good chance of escaping fed- 
eral price regulation will fade away. They haven’t given 
up hope, but they’re pessimistic. 

Producers were elated in January when Eisenhower told 
Congress “legislation freeing gas producers from public 
utility-type regulation is essential.” They felt this would 
make it politically possible for law-makers to vote for a 
new gas bill. 

But these hopes have been dampened by recent Congres- 
sional investigations of oil. And Democratic leaders in 
Congress want Ike to take full responsibility for any new 
gas legislation. So far they aren’t satisfied that he’s done so. 


Dead End on Alky-Gas—Legislative efforts to force 
refiners to use grain alcohol as a blend with gasoline are 
destined for Congressional pigeonholes. More studies may 
be made, but until the manufacture of blended alky-gas is 
proved economically feasible, there will be little push be- 
hind these farm-state bills. 


Pessimism on Oil Heat-——Burner manufacturers don’t 
share the optimism of many major companies on the growth 
of home heating oil. Residential heating unit shipments 
dropped about 12% in 1956 from 1955 levels, and a ma- 
jority of burner makers expect a further drop this year. 


Combinations on the Ups marketers pre- 
dict a steady increase in combination bulk plant-service 
stations in rural areas. Growing interest among marketers 
has led Tokheim Corp. to bring out a line of submerged 
pumps designed for this dual service. 


Better Sales Data Coming—Ethyl Corp. will start a 
series of monthly reports on sales of premium and regular 
gasolines this month. It will cover major-company sales in 
117 standard metropolitan areas; jobbers will be approached 
for information later this year. The report will give gal- 
lonage sales and number of stations represented, but there 
will be no breakdown by companies. Super and standard 
premium sales will be lumped together by companies mar- 
‘ keting a third grade. Since rural areas won't be included, 
premium ratios will appear higher than normal, but the 
report will cover about 57% of the U. S. population. 


Break for Small Refiners?—Independent refiners may 
succeed in getting cut-off prices substituted for weighted 
average prices in supplying oil to the government under the 
sinall business set-aside program. Several senators and the 
Small Business Administration have indicated they would 
back cut-off prices, and the Armed Services Procurement 
Committee is reconsidering set-aside pricing 
icy. The weighted average system has been attacked as 
penalizing small refiners. 
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Stop-and-Go Additive—DuPont will introduce a new 
motor oil additive, MOA-7, this month. It’s designed espe- 
cially for low temperature stop-and-go driving; DuPont 
says 1.5-million miles of tests on taxi fleets show the new 
additive suspends sludge and decreases oil consumption. 


Texas Gets Turbine Research on possible fuel 
requirements of a turbine e is now going on at South- 
west Research Institute in San Antonio. Studies will be 
made mainly to determine what lubricants and fuel a tur- 
bine will need if it does replace the piston engine in the 
future. Several oil companies are sponsoring the project; 
SWRI has one turbine now and expects to get another soon. 


Talking Improves Stations—Look for incidental im- 
provements at service stations built by marketers who are 
making use of dealer councils, Dealer-supplier discussions 
of station layout point the way to alterations in storage 
space, equipment and facilities that will make the dealer's 
life easier. 

& 


New Price on This year you'll see all-nylon 
tires move down out of the premium price range and sell 
at regular first-line prices. Three oil companies, Pure, 
American and Cities Service, have already introduced new 
all-nylon tires as their first line. All three are sold under the 
oil company brand name and are approximately 105 level. 


increases could be 
with major, jobber and dealer each getting a share. This 
would help unite the industry, Elliott believes, and improve 
its public relations, Some observers believe NOJC’s next 
drive will be for a percentage pricing system. 


Unblocking Dam Proposals—Mississippi barge shippers 
hope for Congressional authorization of a dam below the 
Alton locks. The dam would eliminate barging difficulties 
of the kind caused by low water conditions last winter. It’s 
authorized by an omnibus rivers and harbors bill, and in a 
separate measure written in case the omnibus bill is vetoed. 
Previous omnibus bills were vetoed for including “pork- 
barrel” items, 
e 


Phillips Reaches Canada—Phillips Petroleum will take 

its next step north this month—into western Canada, far 

from its “March to Maine.” 
gary will sell Phillips 66 products, starting from a nucleus 
of 45 former X-L brand outlets in the Peace River area of 
Alberta and British Columbia. ‘ 
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MONTHLY PETROLEUM STATISTICS 


Primary stocks (Last Day) 
Finished and unfinished gasoline (thous. — 
Distillate fuel oil (thous. bbl.) 
Kerosine (thous. bbl.) 
Residual fuel oil (thous. bbl.) . . 
Crude oil—B. of M. (thous. bbl.) 


Refinery Activity 
Crude runs to stills (thous. bbl. daily) ... 
Foreign crude included (thous. bbl. daily) 
% of refinery capacity operated 


Refinery Output 
Gasoline (thous. bbl. daily) . 
Kerosine (thous. bbl. daily) .. 
Distillate fuel oil (thous, bbl. daily) . 
Residual fuel oil (thous. bbl. daily) 


Crude Supply 


U. S. crude oil production ei |, Se a 


Crude oil imports (thous. bbl. daily) 
*Through Mar. 8. 


ee ee a 
a a er 


ee ee a a oe 
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Mar. 1957* 
205,782 
83,331 
20,711 
36,383 
251,993 


8,076 
826 
90.8 


3,811 

349 
1,919 
1,226 


7,776 
837 


Source of Data: API Weekly Reports, except 1956, Bureau of Mines. 


MONTHLY MARKET TRENDS 


Exports of crude and refined products (thous. bbl.) 
Average station gasoline price, ex tax (¢ per gal.) ....... 
_ Gasoline consumption (million gal.) 





Latest Month 


29,966 (Dec.) 
22.52 (Mar.) 
4,567 (Nov.) 


611 (Jan.) 
73 Gan.) 
5,199 (Jan.) 


2,266 (Dec.) 
39 (Dec.) 





Kerosine 
Distillate 10.43 
Residual 

4 principal 


NPN PRICE AVERAGES* 
Refinery /Termina! 

(¢ per gal.) 

Mar. Feb. 


Gasoline 


(regular) 12.68 
11.94 


6.51 


products 10.45 


Lube oil 24.17 
Crude at 


well ($ 


per bbl.) 3.18 


Feb, 1957 


203,804 
85,992 
21,507 
36,883 

253,094 


7,996 
829 
89.9 


3,792 

360 
2,031 
1,243 


7,512 
819 





1957** 
















1957 


12.68 
12.01 
10.50 

6.51 


10.47 
24.17 


3.18 


*Weighted average price, prin- 
cipal markets. **Through Mar. 8 


Previous Month 


22,243 
22.66 
4,917 

598 


3,803 
2,592 


1956 


11.63 
11.02 
9.53 
5.18 


9.35 
22.27 


2.84 


Mar. 1956 


199,698 
60,846 
17,215 
32,984 

265,683 


7,914 
897 
88.7 


3,734 

342 
1,808 
1,214 


7,278 
934 


Year Ago 
10,848 
21.32 
4,480 
570 


4,669 
2,625 
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Gasoline: In Line With Summer Needs 


REFINERS’ gasoline inventories in 
March were far from being the bogy 
to supply-demand balance that had 
been anticipated in the winter. A com- 
bination of circumstances had brought 
them into their normal seasonal rela- 
tionship with demand. 

In terms of days’ supply of forecast 
demand for the second quarter, total 
U. S. refiners’ inventories March 1 
represented 48 days’ supply, while on 
March 2, 1956, they were 49 days 
supply of actual second quarter de- 
mand. 

The present stocks also fit into the 
same pattern as past years in their 
relationship to annual gasoline de- 
mand. The total of 210,000,000 bbl. 
now forecast for March 31—which 
now appears to be on the high side— 
would be 14% of total gasoline de- 
mand for 1957, which has been fore- 
cast at 1,486,000,000 bbl. 

Since 1950 this relationship between 
the total volume of gasoline inven- 
tories on March 31 and total gasoline 
demand for that year has ranged be- 
tween 12.5% and 14%. Last year it 
was also 14%; in 1955, it was 
13.6%. 

Here are the special circumstances 
that have combined over the past few 
months to better the perspective of 
gasoline stocks in relation to sea- 
sonal needs: 

e Shipments of gasoline to West- 
ern Europe, as part of the program 
of U. S. oil companies to relieve the 
pinch on Great Britain and Europe 
caused by the Suez Canal closing. 
Exports of gasoline have been much 
less in volume than crude oil and 


distillate fuel oil, but they have 
amounted to 5,400,000 bbl. for the 
period from Nov. 1, 1956, through 
Feb. 6, 1957. This is an average of 
about 55,000 b/d, and is in addition 
to our normal exports of gasoline. 

® Crude runs to refiners’ stills 
have been reduced since the first of 
the year and have been running be- 
low the daily average of 8,240,000 
bbl. forecast for the first quarter. 
This cutting of runs has been due (1) 
to refiners’ desire to relieve their own 
inventories, and (2) to adjustment of 
plant operations to make larger ship- 
ments of crude oil to Western 
Europe. 

e Gasoline yields have been re- 
duced by several large refineries in 
order to increase the volume of heat- 
ing oils and fuel oils that could be 
shipped overseas. This has cut the 
amount of gasoline currently pro- 
duced and has slowed the buildup 
in gasoline inventories that normally 
takes place in the first quarter. In 
the first quarter of 1956 total gas- 
oline stocks increased about 35,000,- 
000 bbl.; this year the increase will 
hardly reach 25,000,000 bbl. 

The over-all gasoline yield in Feb- 
ruary was 42.2% of crude run to 
stills. Last February it was 42.5%, 
On a volume of crude oil processed 
of around 8,000,000 b/d, a shift of 
even a fraction of one per cent in 
yields makes a significant change in 
the volume of product output. Chair- 
man Olin Culberson of the Texas 
Railroad Commission says there has 
been a reduction of about 4% in the 
volume of gasoline produced in re- 


fineries operating on Texas crude oil. 

© The open winter and early spring 
has raised domestic gasoline con- 
sumption beyond earlier estimates. 
This has also been a significant factor 
in bringing stocks into line with de- 
mand. Domestic demand for 1957 
had been forecast at 4.8% above 
1956. Total demand this February— 
the greatest proportion is domestic 


'—-is estimated 5.4% larger than Feb- 


ruary, 1956. For January and Febru- 
ary, total demand has been 6.2% 
larger than a year ago. 

In the over-all distribution of cur- 
rent gasoline inventories by refinery 
districts, the East Coast is the only 
area where gasoline stocks March 1 
were significantly larger than a year 
ago. These stocks (41,719,000 bbl.) 
were 11.2% larger than on March 2, 
1956 (see table). Current inventories 
were 89 days’ supply of second quar- 
ter demand for this district, while a 
year ago they were 86 days’ supply. 

Gulf Coast district inventories this 
year are a little smaller than last year 
in terms of days’ supply. For the two 
Coast districts, stocks March 1 of 
81,793,000 bbl. represent 43 days’ 
supply of forecast demand, the same 
as a year ago. ; 

The inland refining districts show 
relatively small volume changes from 
a year ago. In terms of days’ supply 
refiners’ inventories here represent 
52 days, compared with 54 days last 
March. 

All indications point to a domestic 
gasoline demand in the second quar- 

of close to 4,200,000 b/d average, 
highest on record. x 


Allocation of Gasoline Stocks by Refining Districts 


(000 bbis; API Data) 


Stocks 

Mar. 1 Mar. 2 

1957 1956 
41,719 37,533 
40,074 39,533 
$1,793 77,066 

8,303 7,957 
40,591 40,286 
24,083 22,911 
22,357 20,825 


95,334 91,979 
177,127 169,045 

26,622 25,623 
203,749 194,668 


ae: 3,981 


b/d Demand 
2nd quar. 

1957 1956 
468 437 
1,439 =—-:1,343 
1,907 1,780 
OR 98 
828 773 
470 =: 439 
416 | 388 
1,819 1,698 
3763478 
540 = 503 
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Here’s good news about 


RESIDUAL FUEL 


DuPont additive proves outstanding as a dispersant, cleans sludge- 
laden tanks, keeps burner nozzles, filters and strainers clean 


Du Pont Fuel Oil Additive No. 2 has been proved 
a highly efficient sludge dispersant for residual 
fuels. In every test, the additive has succeeded 
where other—and often much more costly— 
methods have failed. Our own experience, in 
Du Pont manufacturing plants, has repeatedly 
confirmed these findings. 

FOA-2 has cleaned many tanks too sludge-laden 
for operation, and the dispersed sludge has been 
burned without furnace shutdown. After these 
cleanings, the continued use of FOA-2, in small 
concentrations, has kept nozzles, filters and strain- 
ers clean, practically eliminating fouling and re- 
ducing the need for expensive tank cleanings to 
an absolute minimum. Being nonmetallic, FOA-2 

: itself burns completely, leaving no ash. 
NOZZLE-FOULING . . . solved by FOA-2 Users get all this protection, all this insurance 
against operation failure, with only a minute 
quantity of FOA-2 per barrel of oil. Storage space 
is kept available for storage of residual fuel— 
not sludge. 

The Du Pont Petroleum Laboratory recently 
issued a technical memorandum (No. 317, dated 
January 1957). It reports in detail ten typical case 
histories of residual fuel problems solved with 
FOA-2 . .. in a fefinery, and in large industrial 
plants, an apartment house, a power station and 
a country club. 

Phone, wire or write for your copy. It will be 
sent promptly. 


PREHEATER-SHELL-FOULING . . . solved by FOA-2 6G uy. 5 oar OFF 
Better Things for Better Living 


« +» through Chemistry 


Petroleum Chemicals 
E. 1. DU PONT DE NEMOURS & CO. (INC.) + Petroleum Chemicals Division - Wilmington 98, Delaware 
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PREHEATER TUBE-FOULING . . . solved by FOA-2 





inti.) \ p Power-X sure is 
Si he Slr iets bringing in customers! 


ya Make the profitable switch 
to SINCLAIR now! 


It’s a fact — you see more cars than ever pulling up to pump islands for new 
Sinclair Power-X Gasoline with X-Chemical. More motorists are changing to 
the entire Sinclair Dealer line including motor oils, lube jobs and TBA items. 


Now is a good time for you to switch to Sinclair! See your Sinclair Repre- 
sentative or write Sinclair Refining Company, 600 Fifth Avenue, New York 
20, N. Y. Ask, too, about the Sinclair TBA franchise, featuring Goodyear, 
the greatest name in rubber. 


‘‘leads the industry in dealer assistance”’ 
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Two Ways to a Big Goal 


Suppliers are spending more time and money than ever before trying 
to figure out how to get along with their dealers and distributors. Best 
evidence of this is the number of new ideas and techniques in operation and under 
study (NPN—Oct, p94). There’s good reason for it, too: congressional investiga- 
tion, continued high turnover, and increasing competition are putting on the pressure. 


Number one objective is to achieve better communication and greater 
understanding between suppliers and their dealer and distributor cus- 
tomers. Many major company officials frankly admit human relations in the field 
are lousy. And some of them are earnestly trying to find workable solutions. Let’s 
take a few recent examples: 


e@ Socony, Pure, Conoco and Tidewater’s western division have named 
full-time officials in charge of dealer-distributor relations. They hold staff 
positions, which means they won’t be burdened down with managerial detail, or 
the need to meet a sales quota. 


e@ Gulf has announced a new dealer relations program; a key feature is 
a series of management-dealer councils that will be held at every level, from dis- 
trict to higher headquarters. 


Both programs are designed to achieve the same end. But there’s a 
major difference in method. Gulf’s approach puts the responsibility on the 
regular line organization. Socony’s method seems to place much of the 
responsibility on the staff man who spearheads the program. This has 
caused a lot of unfortunate misunderstanding within the industry. 


Some jobbers like the Socony approach because they think there’s now somebody 
at headquarters they can deal with direct, bypassing the line organization. 

That’s why many majors dislike the Socony approach. They’re afraid the staff 
man will undermine the authority and morale of the line organization. They main- 
tain that dealer-distributor relations are the prime responsibility of the managers 
and salesmen in the field. And they say the only permanent route to improvement 
is through better human relations practices by the line organization. They think it 
can be done without a special expert at headquarters to watch over it. 

Supporters of the Socony system seem to recognize these dangers. They say the 
staff man will work with the line organization, not bypass it. His most important 
job, they add, is to keep everyone in the organization thinking about the need for 
improvement, and to supply some of the new ideas needed to do the job. They 
believe dealer-distributor relations is in bad shape because most line people have 
been too busy doing other things, and some of them don’t recognize its importance. 


it seems that both these methods can work. No program can be any 
better than the leadership it gets from top management. If a good staff 
man helps provide sound leadership without undermining field authority, 
all’s well and good. And if other companies can do the job without a full- 
time specialist, that’s good, too. 


The important thing is to get the job done. Hats off to those who are 
breaking new ground in efforts to do so. 
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The Chips Are Down Now in the 


Almost all majors have taken a stand in the controversy 
over two-grade vs. multigrade marketing (see chart) 


@ Indiana Standard, Phillips and Conoco are expected to stay with two 
grades and improve their premiums. The Midwest and West shape up 


as strongholds for two-graders 


@ Some oil men think Gulf's new third grade gives a big boost to the 
multigraders. Others say the ‘critical car’ market isn't big enough for the 


five companies selling top grades 


@ This month Sun Oil begins selling a temporary second grade. Sun, 
which started the multigrade uproar a year ago, plans to be selling five 
grades throughout its area by next year 


It all points to much rougher competition for the premium 
sales dollar this spring. One marketer says, “It's the 


toughest problem I've ever seen in this industry . . .' 


YOU CAN LOOK FOR multigraders to start 
pushing their top grades in upcoming advertising 
and point-of-sale promotion. They'll be moving 
away from their initial stress on the three-grade 
concept, in an effort to counter claims from the 
more numerous two-graders. 

After a year of multigrades, the battle lines are 
pretty firmly drawn. Gulf is probably the final big 
addition to the multigrade ranks. Important two- 
grade developments should come soon: Indiana 
Standard, Phillips and Tidewater’s eastern division 
are expected to announce upgraded premiums. 
Continental, abandoning a three-grade experiment, 
is introducing a new premium: “Royal Super.” 

All this could start a chain of octane hikes by 
two-graders who haven’t yet raised premiums. 


What the Battle's All About 


Much of the premium hullabaloo centers on 
today’s “critical” engines—ones with compression 
ratios about or over 10:1. And much of it is con- 
cerned with tomorrow, when compression ratios 
will push 12:1 and octane requirements may hit 
105 (see table, page 96). 

Most industry researchers agree that about 25% 
of 1957 models won’t be satisfied with 98 octane 
premium, considered conventional pre-raultigrade 
level. That’s roughly 2.5% of cars on the road. 
Throw in some critical 1956 cars and the percent- 
age might reach 4%. It’s for these cazs that the 


' 


100-octane-plus third grades and the 90-octane- 
plus second grades are designed. 

Multigraders believe the cars with the highest 
octane appetite must determine the octane of your 
best gasoline. They believe that means a spread 
between highest and lowest octane requirements 
that can’t be met by two grades. They also think 
a two-grade system puts too big a load on your 
refinery facilities as you increase octanes each year 
—and too big a load on the motorist, who may 
have to pay for octanes he doesn’t use. 

Two-graders don’t think things are that extreme. 
They sell their premiums generally 2¢ under third 
grades, and claim that the motorist can have an 
improved product for a lower price. 

Winning the Motorist—Having come up with 
new products, the oil companies still have to sell 
them. They'll go at this several ways this spring. 

Esso, for example, will push the “top grade” 
aspect. Cities Service will emphasize octanes (a 
bugaboo to most majors) with its “100-Plus.” Gulf 
will stress satisfying 100% of cars. Sinclair’s on 
the additive trail with its “X-Chemical.” Sun’s five 
blends offer “the right octane for every car.” And 
The Texas Co. shoots for maximum impact with 
its vague but hard-hitting “tower of power.” 


How the Battle’s Going Now 


Typically, both sides are claiming early victories. 
Since industry sales are up generally, that makes 
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Big Fight for Premium 


statistical analysis difficult—if not impossible. 


But for some time, competition has been whis- 
pering that Esso—the first third-grader—has been 
losing ground with its Golden Esso Extra. 


Esso’s figures don’t bear this out, though they 
do help explain the confusion. Last July, the 
initial surge in Golden sales hit 12.2% of gasoline 
volume at the small number of high-grade stations 
equipped to sell GEE. Latest reports show Golden 
Esso makes up 10.1% of total sales to the 11,000- 
plus dealers handling it (this excludes sales to 
jobbers), GEE accounts for 8.3% of total gasoline 
sales to all stations. Range of GEE sales at in- 
dividual stations runs 6%-20%, says Esso. 


Esso is particularly pleased about the way 
over-all premium volume has picked up since GEE. 
Total percentage was 47% in January, against 
42% when GEE first came out. Esso had expected 
the bulk of GEE sales to come out of Esso Extra, 
but it worked the other way—reversing a decline 
in premium ratios dating from 1953. 


In Texas, Humble Oil’s sales of GEE are 5.46% 
of total sales at stations selling the grade. As a 
shot in the arm, Humble will step up its GEE 
advertising about 15%. It’s already lowered dealer 
tank wagon 0.5¢ gal. and dropped bulk agent price 
0.1¢ to spur sales. Humble sells GEE at an esti- 
mated 1,300 of its 2,200 Texas outlets. 


After six months of third grade, Cities Service 
says sales of its 100-Plus are “ahead of expecta- 
tions.” Like Esso, Cities find its total premium 
sales are up while regular has dropped off a bit. 
The company’s been selling three grades in the 
East and Florida, is now moving to meet Gulf’s 
third grade in the Midwest. 


Sun now has its five-grade pump throughout 
Florida, where competitors say the top three grades 
are moving slowly. Sun says it’s selling “increasing 
quantities of higher octanes.” The company is 
following its own unique route elsewhere: this 
month it will unveil a temporary second grade to 
complement its single grade in the 20-state Sun 
marketing area. By next year this will give way to 
the five-grade “cocktail” blending pump, culminat- 
ing a changeover program that will cost Sun well 
over $30-million. 


Gulf, newest three-grader, isn’t off the ground 
yet. After unveiling “Crest” at 10,000 stations 
April 15, Gulf plans to put it in 4,000 more out- 
lets by July 15. Coverage will be “spotty” west 
of the Mississippi. 

Not all three-grade activity is limited to majors. 
Jenney Manufacturing Co., New England inde- 
pendent, introduced a third grade called “Royal 
Jenney” last November. It reports good results. 


The Two-Grade Camp—-Everyone here is at 


least “satisfied,” officially. But early spring brought 
price disturbances in many areas, and some mar- 
keters had to watch their premiums stand relatively 
still while dealers fought price wars with regular. 

Shell says its “Super Shell” sales are “very 
satisfactory,” though premium ratios are about 
where they were when the multigrade fuss began. 
Shell moves its white super-premium pump into 
the Midwest this month to meet the new third and 
second grade competition there. 


Texaco thinks its sales are 3%-4% ahead of 
where they would have been if the company hadn’t 
introduced its “Su-Preme” in December. Texaco’s 
choice was an interim move that could be perma- 
nent: a company executive says he’s “damn glad 
we stuck with two.” 

Sinclair, which decided to build performance 
through additives, says its Power-X sales increased 
3.8% in January over January *56. Competitors, 
however, say Sinclair is down in over-all sales. 

Ohio marketers report tough competition from 
Standard of Ohio’s Boron premium. They say 
Sohio’s premium sales are up over 10%. 

Practical Problems—The premium battle pre- 
sents plenty of its own peculiar challenges. 

One is pricing. With pump prices in the 40¢ 
range for top grades, many marketers think multi- 
graders are flirting with outright public resentment. 
One factor that influenced Atlantic in staying with 
two grades was its belief that the motorist simply 
won’t buy a third grade when he can get something 
that seems just as good for 2¢ less. 

If you have a new grade, who gets it? That’s 
another toughie. No one’s putting top grades into 
grocery stores, but no one’s sure where to draw 
the line, either. It’s estimated that 17,000 Esso 
outlets will get GEE. Gulf Crest will go to 14,000 


“Golden Esso makes up 10.1% of total sales to the 11,000-plus dealers handling it’ 
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(Story begins on page 94) 
stations. Sun hopes all but a few of its 8,000 
Stations will get its five-grade pump. 

A company’s jobber structure has a lot to do 
with its place in the premium fight. Third grade 
equipment is costly for a jobber; unless product 
turnover is high, it’s hard to get a good payout. 
Majors like Shell, Socony and Atlantic admit their 
heavy jobber distribution almost prohibits third- 
grade marketing. Some Esso jobbers reportedly 
have refused to handle GEE, and Gulf is leaving 
jobbers out of its plans for Crest for the time 
being unless they specifically ask to be included. 

Who’s Still Out?—With only a few companies 
still uncommitted, the general consensus is that 
it won’t make much difference what they do— 
except in the West. 


There most majors incline toward two grades. 
Only a three-grade move by a factor like Standard 
of California could force a general trend to three 
grades, and that doesn’t seem probable. Many 
independents now market a third grade, but it’s 
usually a “middle ethyl”, and top premiums are 
still under major levels. 

Premium octanes in the West are one or two 
numbers below the East, but a rise is anticipated 
soon. Standard of California’s expected to kick it 
off with an advance of about one octane number. 

Elsewhere, marketers feel the last influential de- 
cision came when Gulf made its three-grade choice. 
That took the third-graders off the hook, in the 
opinion of many. Esso officials are divided in their 
reactions to coming “off the hook.” Some say 
Gulf will help get the three-grade concept across, 
but others think the third-grade market is too 
small for much competition. For that reason, some 
multigraders may be just as glad if the remaining 
“neutrals” go two grades—which seems likely. 


Behind the Decisions 


Which route to take depends on factors like 
crude supply, refinery economics, distribution costs 


and consumer acceptance. Here’s the way Gulf 
Oil, for example, juggled these points and came 
up with three grades: 

e Flexibility for motorists. Says a Gulf man, 
“If the premium didn’t take care of 95% of the 
ears, you’d get complaints from the field. Crest 
takes care of 100%.” 


e Flexibility for company. A three-grade system 
can provide storage and pumps that could be used 
if gas turbines or similar new engines suddenly 
appear. 

e Refinery savings—most important in Gulf’s 
thinking. Gulf says under a three-grade system, it 
can raise octanes by improving only 10%-15% of 
its product; on a two-grade system, it would have 
to improve 35%-40%. That’s because all grades 
of gasoline come from one refinery pool. To raise 
the level of the top grade, you have to increase 
the whole pool’s octane level. 

As Gulf explains it, once a refinery’s set for 
third grade, its pool octane number should take 
care of 1960-or-later top octane requirements with 
relatively small adjustments. Gulf officials say that 
raising the refinery pool on a two-grade system 
would cost more than their investment in market- 
ing facilities for a third grade. 

Some two-graders agree they'll be at an eventual 
disadvantage in raising octanes—but don’t think 
it’s significant now. “It’s justifiable to say we’re 
looking at things short range and the three-graders 
long range,” says one two-grader. But the short 
range view may be justified, he thinks, if the wide 
spread in car octane appetites narrows in a couple 
of years—before the third-grade investments pay 
out. 

More important to a smaller company like At- 
lantic, for example, are big initial savings in refinery 
and marketing investments on a two-grade system. 
Other considerations for two-graders: 


e Savings in dealer and distributor investments. 
e Less customer confusion with two-grades. 


e Doubts about the need for third grade—and 
the public’s willingness to buy it. Even if some cars 
do need it, they may not be: significant—‘We’re 
not trying to satisfy 100% of cars on the road,” 
says one two-grader. “We'll settle for more of the 
Chevvy-class market.” Several others privately 
agree. 

A complicating factor for two- and three-graders 
in both refining and advertising is the fact that 
there’s more than one way to measure octanes. 
Gasoline quality is traditionally measured by the 
research method—but for the new critical cars, 
the motor method means more in terms of road 
performance. You can raise motor method without 
raising research octanes—but it’s not easy. 

What does it all add up to? “It’s a mammoth 
challenge for every marketer,” says one multi- 
grader. “But sometimes I wish it had never hap- 
pened.” . 
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Independent Carlyle Baker (left) runs 
a string of 26 low-price stations from 
his headquarters in Columbus, Ohio 


Baker has a firm notion that cut-rate 
operators have many problems of com- 
mon interest. That’s why he’s asking 


Baker: “The business is there” 


this question... 


How About an LPI Trade Group? 


“I DON’T GET MUCH out of regular jobber meet- 
ings,” says Carlyle Baker. “Their operations are dif- 
ferent from ours. Besides, jobbers don’t like to give 
someone like me any information. After all, when 
you're a price operator, you’re not very popular. 

“But when you're in the cut-rate business, you have 
problems too,” Baker continues. “I'd like to sit down 
with some LPIs (for ‘low-price independent’) from 
other parts of the country and discuss different prob- 
lems. We could probably learn something from each 
other.” 

One of the stipulations, says Baker, would have to 
be that not more than one cut-rater come from a mar- 
keting area. Otherwise they might be accused of fixing 
prices. 

Not for Giants—Baker thinks that the large-chain 
LPIs would have to be excluded for several reasons. 
Several cover such broad areas that they are mutually 
competitive. And their problems probably are different 
from the smaller LPIs confined to limited geographical 
areas. That would exclude such big operators as Site, 
(see page 100) Spur, Hudson and Billups. 

Probably there shouldn’t be more than one LPI from 
a state, says Baker, and there wouldn’t necessarily be 
one from every state. If the group were too large, he 
thinks, it would be ineffective. 

Who’d Be Qualified?—-Other requirements for mem- 
bership, thinks Baker, might include the following: (1) 
The delegate would be the owner or general manager. 
If a general manager, he would have to have policy- 
making authority. (2) The group would be limited to 
company-type operations. (3) The member company 
would not be allowed to have any involvement with 
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any major company—financial obligations, for ex- 
ample. 

Besides excluding the large-scale LPIs, the group 
probably should set minimum specifications such as 
4-million gal. a year, or 10 stations or a gross of $1- 
million a year. Baker suggests. 

Problems to Solye—What problems are there? Many, 
says Baker, starting with method of marketing: price, 
a dividend system or some combination. “That’s basic,” 
says Baker. 

Others: super service versus minimum-help opera- 
tion . . . cost of handling products, transportation, 
labor and every aspect of overhead . . . methods of 
compensating managerial and supervisory personnel .. . 
personnel productivity . . . the merchandising of acces- 
sories . . . promotional methods (“That is one of the 
most important,” comments Baker). 

Baker, a jobber-retailer marketing in an area ex- 
tending throughout a 100-mile radius of Columbus, has 
all but three of his 26 stations on a company-operated 
basis. Baker operates through the Certified Oil Co. He’s 
been a private-brand operator since 1938, when he 
opened a station in Piqua, Ohio, after his graduation 
from Ohio State with a degree in business administra- 
tion. From some 15,000 gal. then, his volume has 
grown to about 600,000 gal. a month. He controls all 
his stations. 

The outlook for the LPI? “I think it’s very good,” 
says Baker. “All my stations are profitable—whether 
they pump 15,000 gal. a month or 60,000 gal. or 
more. I hope to build some stations, something I 
haven’t done yet. Supplies are good. The business 
is there if you know how to go after it.” * 
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General 


The government's lending agency, 
Small Business Administration, has 
come in for a lot of criticism lately 
from NOJC and other spokesmen 
of small business. It raises this 
important question .. . 


HE RECORD SHOWS the Small Business Adminis- 
tration granted 30 loans to oil jobbers in 1956, two 
in 1955 and five in 1954. 

The average loan to jobbers last year was $25,000- 
$30,000. That’s under the over-all average of SBA loans, 
which runs about $40,000-$45,000. SBA says this is be- 
cause oil jobbers don’t ask for or need as much money 
as, say, a machine tool manufacturer who wants to build 
a new plant with expensive equipment. 

SBA generally is lending about $150-million a year to 
some 3,000 small manufacturers, wholesalers and re- 
tailers. Congress is expected to raise the agency's loan 
funds to $230-million this year. Applications are running 
between 500-600 a month; approvals run about 50%. 
Both are twice what they were two years ago and in- 
creasing, but SBA staffers are amazed at how few people 
who might benefit from it know about the agency. 

Reasons for most requests for loans are debt consolida- 
tion and new equipment purchases (on the upswing), and 
working capital (decreasing). Loans for facilities like new 
service stations are declining, and SBA says the picture 
for oil jobbers is about the same as it is for all SBA 
clients. Yet money for expansion through new stations is 
reported to be one of the jobber’s most pressing problems. 
Many jobbers say this requires longer-term loans than 
SBA usually gives. 

Jobber Loans—and Refusals—Of 76 oil jobber appli- 
cants between July 1, 1956 and last January 31, 39 got 
loans. Despite a seasonal drop-off in January, a dozen 
oil distributors and related businessmen like TBA dealers 
and service station operators were granted loans. 

The typical oil jobber who was successful in getting an 
SBA loan probably applied first to his bank, which re- 
fused to carry the whole load by itself. His SBA regional 
director authorized a government participation loan 
(three-quarters of SBA loans are in this category); SBA 
put up, say 75% of the money and the bank, 25% with 
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Is SBA Helping Oil Jobbers? 
























SBA’s Barnes: Amazed at how few know about SBA 





the bank handling the paperwork and collection. The 
jobber will pay 6% interest—more than he’d pay a bank 
in one area, less than in another. He has from six months 
to three years to repay, like most SBA loan recipients, 
though loans can run for ten years. 

The 37 jobbers who were turned down didn’t show a 
strong enough line of credit to satisfy either their local 
banks or SBA, says the agency. The easiest way for a 
jobber to show a strong credit position is to be associated 
with a major company; Otis Ellis, general counsel of the 
National Oil Jobbers Council, says that means SBA’s loan 
policy discriminates against the small independent. But 
most lenders would prefer someone with the backing of 
a big, reputable company to someone dependent entirely 
on his own small resources. 

Set-Aside Discrimination?—Ellis has another complaint 
against SBA: he says its set-aside policy for military con- 
tracts discriminates against the same major-brand jobber 
he says is favored by its loan policy. SBA now defines 
a small wholesaler as one who sells less than $5-million 
a year and handles only the products of a small inde- 
pendent refiner. He can bid on the percentage of Pentagon 
contracts set aside for small business. 

The Pentagon’s Military Petroleum Supply Agency, how- 
ever, signs about 84% of its contracts, covering 65% of 
the dollar volume of its small purchases, with small job- 
bers. This proportion is so large that there are no set- 
asides for these purchases (fuel oil, low-grade gasoline and 
packaged items). Most large orders of diesel fuel, avgas and 
gasoline go to major suppliers anyway. 

For this reason, SBA administrator Wendell Barnes 
feels the new definition will not hurt major-brand jobbers. 
He has promised Ellis that he will reconsider the defini- 
tion if it begins to cut deeply into their orders. But he 
says there’s no evidence yet of this happening, and MPSA 
donk nt. anit Se Sian Aenean. 40 erean. Sat, wrens 
affect major-brand jobbers. 
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Can Oil Take the Curse Off Bigness? 


@ It won't be easy, but the Oil Information Committee is at 
work on some changes it hopes will do the job 


@ The best way to do it, says an OIC staff study, is to convince 
people that big business uses its profits to serve the public 
—that American enterprise is responsible as well as free 


@ This means shifting the industry's public relations emphasis 
from the material benefits provided by oil to less tangible 
things, like oil's creative opportunities for individuals and its 
contributions to the community . . . 


IT ALL ADDS UP to a “New Look 
in OIC,” and it’s getting a lot of at- 
tention these days—both in and out of 
the Oil Information Committee. It 
started with an OIC staff study made 
last year to tackle one of the industry's 
biggest problems: “How to take the 
sin out of size,” as the Public Relations 
Journal calls it. 

As OIC sees it, it’s an old dilemma. 
The public knows and approves oil's 
great material contributions to human 
comfort and well-being; it’s even 
vaguely aware that the industry’s very 
bigness makes many of these material 
aids possible. 

But the public sometimes fears, or 
hates, big business because of “outmo- 
ded” ideas, the staff study notes: peo- 
ple think big business is inherently 
monopolistic, for example, or that big 
businessmen are motivated solely by 
naked self-interest. 

The study therefore recommends a 
change in public relations emphasis, 
from material to less tangible values. 
The idea is to let people know that big 
business exists to serve them; and that 
business can not give extensive serv- 
ices without good profits. OIC wants 
to convince people that the size of big 
business is both good and 
for the kind of life most Americans 
want to lead. 

Here’s the Theory—This means re- 
thinking economic ideas. The staff 
study says you're handicapped in re- 
futing unjust critics of business if 
you use the same out-of-date theories 
they do. Today’s “dynamic capitalism” 
demands a view of economics that 
goes way beyond Adam Smith or Karl 
Marx (whose ideas are often the basis 
of attacks on big business). 

That’s why the new-look thinkers 


hope the industry’s big-name ambassa- 
dors—the presidents, board chairmen 
and other top officials—will be care- 
ful not to talk in antiquated terms, 
especially in discussing the profit-mak- 
ing function. 

“Profit-making is the creation of 
added social values,” says Robert L. 
Minckler, president of General Petro- 
leum Corp. “The success of a business 
venture is calculated not in relation 
to the amount of money invested in 
it, but by the value of the service it 
renders to the people.” OIC hopes 
this kind of thinking will demolish 
old ideas of profits as a satisfaction 
of greed. 

Many other oil men have anticipated 
the OIC new look by working in such 
modern terms, the staff study points 
out. B. Brewster Jennings, board 
chairman of Socony Mobil Oil Co., 
provides an example in the current 
API Quarterly: 

“When we businessmen talk about 
freedom from government control. . . 
we are not asking for freedom to re- 
turn to the 12-hour day, to child labor 

. to immunity from safety standards 
and to similar ‘freedoms’ of industrial 
society’s early days... 

“Perhaps we businessmen should 
talk less about freedom and more 
about responsibility . . . Such an ap- 
proach may go far toward reducing 
public mistrust and suspicion by es- 
tablishing the fact that businessmen, 
far from being automata reacting to 
a mechanical marketplace, are human 
and moral.” 

Putting It To Work—OIC says it’s 
not easy to translate the new look into 
everyday public relations. A big effort 
is its “Progress Parade” television film 
series, run free by TV stations as a 
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public service. There are four 13%- 
minute shows set for 1957, each with 
four or five 

One typical program shows how the 
oil industry put $2-million into oyster 
research to show U.S. oyster fishermen 
that offshore drilling could help in- 
stead of hinder their livelihoods. An- 
other compares a service station in 
Moscow, Russia, with one in Moscow, 
Idaho. 

The new look is also responsible for 
changes in API’s series of ads, “The 
Jobber Speaks.” The series will run 
only in business publications this year 
—OIC decided after much debate that 
mass-circulation consumer magazines, 
while good for product advertising, 
don’t sell ideas well. 

And the ads will probably show only 
one jobber at a time instead of two, 
with more specific “case-study” in- 
formation showing how big business 
created opportunities for a small busi- 
nessman. 

There will also be added emphasis 
on the creative opportunities that oil 
offiers scientists and engineers. 

An OIC spokesman pcints out that 
a company can do things for the new 
look that OIC cannot do, but encour- 
ages. An example is Gulf Oil Corp.’s 
booklet, The Industry Nobody Really 
Knows. 

And OIC has brainstormed ideas for 
implementing the new look, coming up 
with 141 suggestions after screening. 
They range from “Develop employe 
forums for local groups” to “Devise 
family discussion programs.” There 
may be an attempt to determine who 
really forms public opinion. An OIC 
staffer thinks barbers and storekeepers 
may turn out to be as important as 
teachers and ministers. =e 
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Five-pronged expansion: from Site-land (dark red) into new markets (light red) 


Site Oil's Big Push: 


e@ Business is booming. Site’s doubled its | 
stations since 1954, and gallonage may 
hit 126-million this year 


@ Site's in 12 states now, and it's going 
into more in a long-range bid to get | 
coast-to-coast representation | 


e@ Competitors agree — this St. Louis 
independent is tough. Some harsh words 
have been said about its operations 





e@ But over the last five years Site's been 
“going respectable.” Now the emphasis 
is on quality as well as price | 


<4 Push behind the push: Alvin Siteman and father Phil 
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Site outlets feature wide drives, hard-sell ads, price. Some do 150,000 gal. monthly 


Maybe an independent can still go places on 
a strictly cut-rate basis, but Site Oil doesn’t 
care to try. The company operated that way 
for 20 years, but times have changed—today 
Site is also quality-conscious. 

It’s going places, too, Over 160 stations sell 
Site’s “Cresyl” brand in 12 states. The company 
plans to move 126-million gal. this year. And from 
its St. Louis headquarters, Site’s launching a $2.5- 
million expansion drive to further its goal of dotting 
the U.S. with Site stations. 

Site will still use the price sword in its battles for 
new business. But it will also carry the shield of 
quality—something special for a company that 
once had a fairly unsavory reputation. (“Until five 
years ago they were just a cut-rate operation,” says 
a major executive based in St. Louis. “Since then 
they’ve become respectable.”) 

On the March—Site is presently in an expansion 
boom; its 160 stations have grown from a core of 
60 since 1950. Now the company is pushing into 
Ohio and Florida, in the first stage of a planned 
invasion of the East Coast. Pennsylvania, Michigan 
and Wisconsin are also in Site’s sights for penetra- 
tion within the near future. And over the long pull, 
Site hopes to be singing its own version of Cali- 
fornia, Here I Come. 


As a company, Site Oil sharply reflects the drive 
and philosophy of 62-year-old Phil Siteman (cover), 





How and Where It's Shaping Up 


its founder and president. Siteman started the com- 
pany in 1929, built it into one of the hardest-com- 
peting independents in the country. Today, how- 
ever, most of the field-generalship is handled by 
Siteman’s son Alvin. Young (29 this month) and 
energetic, Alvin will call the signals as Sité’s ex- 
pansion progresses. 


Why Site Reformed 


Here’s what Alvin Siteman has to say about the 
company’s new accent on quality: 

“The business was established in 1929. Until the 
early 1950's, merchandising was entirely price. The 
independent group, as a whole, operated that way 
to gain volume. We decided in the early Fifties that 
we would have to buy the best possible products. 
Yet we had to sell for approximately 2¢ gal. under 
the major-brand postings. In the Forties, the in- 
dependents sold 4¢-5¢ under the majors. When the 
majors met us, we moved seriously to quality.” 

The Quality Program—Site’s emphasis on qual- 
ity actually breaks up five ways: 

@ Products. Site features three gasoline grades; 
the premium, Cresyl 110, tests at 98 octane, says 
Siteman. “St. Louis is just going to 96 octane in 
general,” he says. “We have had it the last two 
years. We can’t see 101 or 102 yet, but we’re ready 
for it if it’s necessary.” 

Site’s middle grade is about 93 octane. Regular 














“‘Siteman met anyone in price . . . he caused many wars himself” 


(Story begins on page 100) 

ranges between 88 and 91, is “always competitive,” 
and is better than the premiums of five or six years 
ago, Siteman claims. 


The company’s price motor oil is “Sitelax,” made 
from Midcontinent stocks. It sells for 30¢ qt., 
comes in 2-gal. and 5-gal. cans. Site also has a 
10W-30 oil called Five-Star All Weather (50¢ qt.). 
It makes its own additive, “Cyl’lube,” which is 
manufactured in the Site warehouse. Site stations 
sell no tires or batteries, and handle only acces- 
sories that “sell themselves.” 

@ Stations. Site outlets are built to do big vol- 
umes (company average is 60,000 gal. a month, top 
stations hit 150,000, Siteman say’s. The company’s 
designers try for “supermarket appeal,” and fast 
service is the watchword. Service is limited—no 
repairs, chassis lube or washing. Stations do feature 
quick oil change; average motor oil ratio is 1%. 

@ Trading stamps. Site uses its own plan, and 
has for 20 years. It claims the program is more 
valuable than any national system because it rep- 
resents a 4% savings, against 2% for national 
plans. Four stamps are given for every dollar pur- 
chase; lessees pay $2-$3 for every 1,000 stamps. 

Each stamp has a trading value of about 1¢, 
roughly equivalent to a saving of 1¢ per gal. Since 
January 1956 alone, over 25-million Site Premium 
Stamps have been redeemed for more than $400,- 
000 worth of merchandise. 

Siteman considers the stamps an indispensable 
part of his merchandising program. In some mar- 
kets, he keeps his pump price 2¢ under general 
postings, so that stamps give the customer a total 
savings of 3¢. In others, posted price is only 1¢ 
under the market, or a 2¢ savings with stamps. 

e@ Credit cards. More than 10,000 accounts are 
carried in the company’s own credit card system. 
It’s just beginning to expand, says Siteman, and is 
“moving fast.” 

e@ Advertising. Radio is the key medium; com- 
mercials plug Site stamps and brand products. A 
film commercial is used at outdoor theaters, there’s 
a small amount of TV, and a very limited use of 
newspapers. Highway billboards get more play, 
especially at stations, where they promote products, 
bargins and stamps. Site expects to spend $750,000 
on media and premiums in 1957. 


How the Site System Works 


Site was a formula marketer from the start, with 
one basic premise: Always keep operating expenses 
and overhead to a bare minimum. That’s since been 
expanded to include another rule: Spot stations 
over a widespread area, as a cushion against dam- 
age from local price wars. Other Site principles: 


Station Administration— The company favors 
direct operation; 125 of its 160 stations are sala- 
ried, the rest lessee. “We get what we want in a 





salaried stations,” says Alvin Siteman. “Particularly 
we can control the number of personnel on the 
driveway. With a lessee station you can only sug- 
gest. Of course, when we get a good lessee we can 
do better than we can with a salaried station.” 

Station managers are hired by the supervisors in 
charge of stations. Preferably, managers have had 
some experience with Site. When possible, Site will 
move experienced men to other cities to manage 
stations. 

If men are not selected from within, they must 
have lived in the city where the station is located, 
and be well known. Site seeks family men “of good 
moral character.” Age bracket is 30-45. 

Site looks for managers who would make good 
supervisors—supervisor and manager work closely 
together. Managers’ salaries vary by locales, aver- 
age out at about $350 a month. With commissions 
and bonuses added, the figure usually comes closer 
to $400 (commissions are keyed to longevity, vary 
with each station). The annual salary range is 
$3,500-$6,000. 

Wage rates of station employes are in line with 
local rates. Stations usually employ 8 men. Siteman 
says that while turnover has been a problem, he’s 
never been short of men. Very few Site stations 
have been unionized. 


Station Location—Minimum frontage for a sta- 
tion is 200 ft.; the requirement rises if the station 
is at the edge of a city or on a highway. A “sub- 
stantial” traffic count is needed—more than 10,000 
cars a day should be passing the location. 

Site considers the competition; “If there’s too 
much, we say it’s no place for us.” It doesn’t con- 
sider the majors “too much;” however, if an area 
is “overbuilt” with independents, Site stays out. 

During the past few years, Site has favored out- 
skirts of cities, because locations are more eco- 
nomical. The company will consider anything ex- 
cept a neighborhood spot. 

Maximum visibility is sought, so openness is a 
big factor. If a curve is involved, Site likes to be on 
the inside. It also likes light-controlled traffic cor- 
ners on major streets that are not major inter- 
sections, and main arterials with transient highway 
traffic, neighborhood potential, truck traffic and 
nearby industry. Site doesn’t like major intersec- 
tions (“traffic backs up”) and hilltops (“but nine 
times out of ten we have cut down a hill or fill in a 
canyon”’). 


Station Building—Site outlets are built with 
36,000-gal. storage capacity. There are usually four 
tanks for three grades of gasoline and diesel fuel— 
two 10,000-gal. tanks and two 8,000-gal. tanks. 
With this much tankage, stations can take full trans- 
port dumps and accommodate the larger trailers 
as well. 

Site costs average $75,000 per station for land 
and improvements. A majority of the company’s 
stations are owned; a substantial number are leased 
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from people who build to Site specifications. 
Usually Site does its own building, however. It has 
a complete construction and engineering depart- 
ment by virtue of a contracting subsidiary. 


Truck Stops—Site operates several truck stops 
with special truck pump islands to the rear of the 
station. Trucks get a special discount that varies 
by marketing area. Truck stops usually feature 
shower rooms, lunch rooms, lounge rooms and 
sleeping quarters, which generally cost $1.50 a 
night. Truckers get free coffee, and Site plans to add 
restaurants to all truck stops. 

Station Openings—Site goes in for grand open- 
ings that feature giveaways like hosiery, glasses, T- 
shirts. Openings are usually planned for weekends, 
and often include merry-go-rounds, lollypops, gum 
and candy for the children. Siteman says it’s not 
unusual to spend $10,000 on a grand opening. 

Station Supply—Site markets in 50 cities in 12 
states (see map). St. Louis is the number one mar- 
keting area; other strong points are Memphis, Birm- 
ingham, Houstor, Dallas, Kansas City and Denver. 
Site has from five to ten outlets in these cities; in 
others, the number ranges from one to four. 

Supplies for these stations move through termi- 
nals and pipe line outlets; Site doesn’t believe in 
bulk plants. The company buys from various sup- 
pliers, both integrated companies and independent 
refiners. “Some major companies supply us from 
time to time,” says Siteman. 

Products are terminaled through Marine Petrol- 
eum Co. Water terminals are at St. Louis (120,000 
bbl.); Birds Point, Mo. (100,000 bbl.); and Car- 
ruthersville, Mo. (100,000 bbl.). Site will be estab- 
lished in Ohio shortly, and will use a Cincinnati 
terminal point. 

Site doesn’t operate its own transports; the truck 
fleet is owned and operated by Marine Petroleum. 
Marine also has towboats and barges. 


Behind the Success Story 


There are at least five key factors behind Site’s 
steady growth since Phil L. Siteman founded it: 

@ “Mr. Phil Himself.” An engineer by profes- 
sion, Phil Siteman got into the station business by 
accident. He had been active in major construction 
when the depression started, found himself with 
financial problems, and decided to build a couple 
of stations on property he owned in St. Louis. 

@ “Unbelievably economical” operations. Site- 
man’s way of doing business, from the first, was to 
shave costs. He always increased tankage to take 
a full transport dump, kept building costs low. 

e@ Siteman met anyone in price (“except in the 
disastrous major-inflicted wars of the Thirties”). 
He caused many wars himself. 

@ He conserved and held onto profits. 


@ He developed key people. His sales manager, . 


Edwin Field, has been with Site about 18 years; so 
has Miss Eva Jacobs, purchasing manager. 
Looking back, Siteman recalls that the rough 
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Management 





Long salesrooms are made of glass, redwood and stone. 


competitors in the early days were Hoosier Pete 
(now part of Gaseteria, Inc.); Tank Car (now part 
of Clark Oil Refining Co.), and Coryell. Today he 
rates his toughest competition this way: in the 
north, Gasteria, Bonded and Clark; in the west, 
Martin, Star and Hudson; in the south, Billups and 
Spur. 


The Expansion Outlook 


Site is currently making arrangements to enter 
western Florida. That will set the stage for an in- 
vasion of the East Coast. Three stations are cur- 
rently going up in Cincinnati, as part of an east- 
ward drive toward western Pennsylvania. And Site 
feels that Michigan and Wisconsin, to the north, 
are also ripe for invasion. 

The big move in Texas came last summer, when 
Site took over Hudson Oil Co. of Texas, including 
two subsidiaries, Hudson Oil of Velasco and Hud- 
son Oil of Beaumont. The deal included 10 sta- 
tions in Houston, Beaumont, Velasco and San An- 
gelo. Shortly afterwards, Site acquired Webb Oil 
Corp. and Webb Oil Co. of Dallas, (13 stations). 

As Site expands, it will hold to its policy of scat- 
tering stations. “Our object has been to spread 
our risks in an industry where risks are great,” says 
Alvin Siteman. He expects to add 25 stations in 
1957, building them to Site specifications. 

Expansion is going on at home as well as in the 
field. A new $2-million office building is going up 
in St. Louis; Site will occupy 15,000 sq. ft. The 
company is installing a complete electronic punch 
card system that will cover all records; this will in- 
clude daily records turned in by each Site station. 


Who’s Who at Site 


At 62, Phil Siteman is still active as president 
of Site, though he’s trimmed his working time down 
to a couple of hours a day. Alvin is the policy- 
maker, consulting with his father on some matters, 
with his six department managers on others. 

Personnel is divided between office and field. 
Most field personnel are in sales. About 750 per- 
sons are in direct operation of stations; about 15 
are in direct supervisory positions in the field; 
about 50 are in the cffice force; about 10 work in 
engineering and architecture. aw 
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Salesmen learn in classroom as well as station... 


To teach prospective dealers station fundamentals 


Sun Oil's Million-Dollar Training 








@ For dealers, the aim is six months’ training on the job. Future 





lessees and commission operators are paid while they learn 


@ Salesmen train in the station, in the field and in the classroom 


for at least eight months — and then return to manage dealer 


development stations for a year 


e Now a new management development plan completes 





the cycle. It's designed to keep members of the sales force 





“FULLY INTEGRATED” training 
produces measurable results for Sun 
Oil Co., though many companies say 
it’s impossible to pin down concrete 
effects of a training program. 

Sun, however, reports these sales 
results from recent graduates of its 
dealer development centers: 

e Motor oil ratio 17.5 points bet- 
ter than the company average. 

e TBA sales of $5.58 more per 
1,000 gal. of gasoline than the com- 
pany average. 

e Grease sales of one half pound 
more per 1,000 gal. than the company 
average. 

Sun says results can be measured 
for salesmen, too. The key question 
is how much gross profit per dollar 
of selling cost the salesman returns, 
according to John R. Toner, Sun’s 
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improving as they move up the ladder 


manager of salesman development. 

That figure is the same now as it 
was in 1951, when the salesman’s de- 
velopment program began, says Toner. 
But that means a big increase in the 
men’s performance, he points out, be- 
cause the cost for each salesman is 
much higher than in 1951. 

The phrase “fully integrated” may 
be the key to understanding the Sun 
program. Ralph R. Ross, manager of 
dealer training, explains it works both 
vertically and horizontally. 

The program is integrated vertically 
because it takes the new man, trains 
him in the fundamentals of the busi- 
ness for an extended period, and then 
follows up with clinics and confer- 


. By ANTHONY M. ASTRACHAN 
Staff Writer 


ences for the dealer when he’s on his 
own. 

It’s integrated horizontally because 
development dealers and salesmen in- 
terlock, especially in the training sta- 
tion or dealer development center. 

There will be further integration 
now with the new management devel- 
opment program for sales people. 
Though the field managers who par- 
ticipate in this new program shy away 
from the word “training,” the pro- 
gram’s purpose is related: “You can’t 
train dealers and expect to do any 
good without having a trained sales 
organization,” says general sales man- 
ager Willard W. Wright. 


Developing the Dealer 


The Sun dealer development center 
is probably the best example of its in- 
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tegrated training. Twenty-three of the 
company’s 69 training stations have 
been converted to development cen- 
ters, which means they are managed 
by graduates of the salesmen’s devel- 
opment program. 

Using the “earn as you learn” prin- 
ciple, Sun aims to have every pro- 
spective lessee train for six months at 
the same salary as an attendant in a 
company-operated station— $319 a 
month plus a bonus of about $28. The 
company trained 695 new dealers last 
year. 

Time Angle—The maximum time 
credit given is 180 days, though some 
men stay more than six months if they 
feel in need of further training, or if 
they’re waiting for a particular station. 

Average length of training for each 
dealer came to 58 days last year. That 
may seem small compared to the six- 
month goal, but it’s longer than most 
competitive training courses. 

“Our desire is to build the average 
days of training as high as we possibly 
can,” says Ross. “The longer the pe- 
riod, the more delighted we are.” One 
reason for this: Ross feels proper 
classroom instruction alone takes 43 
days. Ideally, there should be another 
month spent learning to apply what's 
learned in the classroom and another 
two months in testing it on the job. 

The “earn as you learn” program 
has contributed a good deal toward 
that goal: the average number of days 
in training rose from 17 in 1953 to 
48 in 1954, when the paid training 
system started. It’s been going up 
steadily ever since. 


. .- And the fine points of management 








Program: It's ‘Fully Integrated’ 


Screen Play—The long training pe- 
riod enables Sun to use the program 
to filter out men who are poor dealer 
potential. Ross says, “We feel it’s bet- 
ter to spend a few bucks to find out 
if this guy is sincere, so he doesn’t 
spend his money and we don’t spend 
more of ours on what would turn out 
to be a mistake.” 

Less than 5% of the prospective 
dealers wash out under this program, 
usually after 30 to 45 days. Ross says 
some men decide themselves that 
they’re not interested in all the outside, 
night and holiday work a dealer must 
do, or come to feel they’re not tem- 
peramentally suited for the job. 

Or Sun may make the decision. 
“We watch them closely,” says Ross, 
“and if we feel they’re not suited for 
the work we call them in after a while 
and tell them why.” Among those Sun 
feels are unsuited is the man who 
“might like to be an executive, to 
stand around and tell people what to 
do” while shying away from his own 
performance responsibilities. Some 
men just don’t like the kind of work 
a dealer has to do. 

Others have the desire but no man- 
agement knack. Sun tests the knack 
by having each man keep a “make- 
believe” set of books for the training 
station where he works, as though it 
were his own station. Personnel man- 
agement ability gets similar on-the-job 
testing. 

Methods and Materials — Sun be- 
lieves in real on-the-job training to put 
to work what a man learns in the 
classroom. That’s why Sun does it in 
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Sun’s Ross calls such co-ordination the key to .. . 








Management 
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company-operated stations. Ross says 
the company tried training dealers in 
lessee stations and found the trainees 
were just being used as extra atten- 
dants. 

Training is conducted according to 
a service station development guide 
that covers fundamentals from lubri- 
cating a hoist to tax and insurance 
management. The text is selections 
from the company service station 
manual, which Ross says emphasizes 
the “what” and “how” of the business; 
Sun also uses a booklet called “This 
Is Your Business” that takes up where 
the manual leaves off on the “how” 
and also gives the “why.” For a post- 
graduate guide and reminder, every 
Sun dealer gets another booklet called 
“Your Success” that serves as a ready 
reference work. 

Sun’s belief in “telling, showing, and 
having em do it” means the company 
doesn’t go in much for elaborate train- 
ing aids or outside training consul- 
tants. Ross doubts that special training 
films made outside the company are 
worth their cost because “they don’t 
have the individuality, the trade mark 
we'd like.” 


Developing the Salesman 


Prospective Sun salesmen are 
screened before they start training by 
a regional committee composed of the 
regional manager or his assistant, the 
retail sales manager and district man- 
agers who serve on the committee by 
rotation. 

Once they get past the committee, 
they have plenty to do before they 
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Says a competitor, “Sun has a great indoctrination system. 
There may be a lot of bull in it, but I'd give anything to 
make my employes think the way they do” 


(Story begins on page 104) 

become full-fledged salesmen. They 
work four to six months in a district 
dealer development center or other 
company-operated station, getting the 
same basic training as the dealers. 
Then they go to the district office for 
at least two months to learn how the 
field actually works; sales training is 
no more important here than learning 
real estate, credit management, ware- 
housing, dispatching and other parts 
of the operation. 

After that, there are ten weeks of 
formal sales training in a special class- 
room at a Philadelphia station, called 
the salesman development center. This 
includes four weeks of training in 
sales psychology (prepared by Sales 
Analysis Institute of Chicago) and a 
thorough going-over of basic prin- 
ciples and techniques in areas like the 
development of new service stations, 
securing new accounts, and training 
new dealers. 

That last is especially important be- 
cause the salesman, when he gets 
through his ten weeks’ classroom 
training, will serve for a year as 
manager of a dealer development 
center, training prospective lessees, 
commission dealers, and company-op- 
erated station personnel. 

The company gears this program 
to a maximum of 64 new salesmen 
a year—-16 in each of four classes. 

The Payoff— Putting salesmen in 
charge of dealer development centers 
for a year produces three advantages, 
Ross says: 

e The level of instruction goes up 
because the men in charge are better 
selected and trained. 

e The salesman learns to work 
closely with dealers and is in a better 
position to help the dealer build his 
profits when he gets into a territory. 

e@ The man who has demonstrated 
he can solve service station prob- 
lems finds it easier to win dealers’ 
confidence and get them to follow his 
advice. 

Conversion of training stations to 
dealer development centers might pose 
a problem for Sun—what to do with 
the old training managers as they are 
replaced by salesmen when the centers 
are integrated. Some of the managers 
become salesmen themselves; others 
are better qualified to become ware- 
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house personnel, maintenance men or 
lessee dealers in their own right. The 
problem isn’t too big, Ross says, be- 
cause the normal turnover among 
managers is greater than the com- 
pany’s present supply of salesmen to 
man the dealer development centers. 

The salesman’s development pro- 
gram adds up to a minimum of 20 
months’ training, most of it right on 
the job. Sun’s belief in on-the-job 
training is exemplified in the kind of 
experience the company looks for in 
the man who runs the salesmen’s class- 
room training. 

The present instructor has 23 years 
behind him in service station and 
office work, as a salesman, merchan- 
diser, regional training instructor and 
motor products manager in the com- 
pany’s second largest district. 


Integrating the Follow-Up 


Sun’s follow-up on dealer training, 
like the development centers, is geared 
to close co-ordination between the 
dealer and the sales force. Sun’s 
dealer conferences, for instance, are 
moderated by the district manager or 
motor products manager, with the 
dealer salesman also in attendance. 

Ross says there’s no problem of the 
district manager’s presence cutting off 
dealer spontaneity. On the contrary, 
he indicates, the informal nature of 
the conferences makes the dealers feel 
on the same level as the district man- 
ager, and they pull no punches. 

The conferences revolve mainly 
around management questions, seek- 
ing an exchange of ideas to solve 
specific problems. There are three 
conferences to a series, and the aver- 
age dealer completes two series a 
year—which means the district man- 
ager must schedule from one to three 
conferences a week for himself. 

Attendance is limited to eight or 
ten dealers at a time; meetings are 
scheduled to suit the dealers’ conven- 
ience, whether morning, afternoon or 
night, and for that reason there are 
more meetings in the winter than in 
the summer. 

Conference moderators do have 
guides, but the company stays away 
from prepared background material 
to keep things informal. Ross feels too 
much formality might lead the dealer 
to think “They’re trying to sell me 


something again,” which would under- 
mine the whole purpose of the pro- 


gram. 

Dealer Clinics—These are periodic 
meetings that cover products, new 
services, and merchandising _ tech- 
niques. Like the conferences, they are 
limited to eight to ten dealers, though 
they might go as high as 15 for simple 
product coverage on something like a 
new motor oil. They also cover com- 
plex subjects like servicing automatic 
transmissions; they’re part of Sun’s 
effort to make sure the dealer is kept 
up to date once he leaves the develop- 
ment center. 

The clinics are run by salesmen who 
have been through a clinic on the 
same subject run by a field merchan- 
diser. He’s one of Sun’s keys to con- 
tinually integrated training: he sets up 
clinics, helps line up the dealer 
conferences and the regular semi- 
annual dealer meetings, runs grand 
openings, and generally “wholesales 
his time” between the district manager 
and the sales force. 

The field merchandiser is on the 
regional staff, however, rather than in 
the district. There are from three to 
seven field merchandisers working 
under each regional retail sales man- 
ager; each merchandiser handles an 
average of three to four districts, 
trouble-shooting and spearheading the 
merchandising effort. 


Paying the Bills 


This kind of training costs Sun a 
pretty penny—the bill for dealer train- 
ing alone comes close to $1-million a 
year. That includes trainees’ salaries 
when the number of trainees is over 
the normal complement of a company- 
operated station; the training manager's 
salary; and a proper share of adminis- 
trative costs, including the time spent 
on training stations by the field man- 
ager. It does not include the physical 
or operating cost of the station, which 
would be run as a salary operation 
even if there were no training program. 

The cost zooms way over $1-mil- 
lion when you consider conference and 
clinic expenses, which are carried by 
the districts under a special budget 
heading. The districts also carry the 
expenses of sales trainees during their 
two months’ training in the district 
sales department. And the company 
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spends a good bit more on the time 
sales trainees put in at the central 
salesman development center. 


Developing Management 

Sun’s new marketing management 
development program is now helping 
pile the costs over the $1-million mark. 
This became a going operation only 
last November, under the supervision 
of salesmen’s development manager 
Toner. 

Purpose of the new program is to 
improve present managers and de- 
velop new ones. It shouldn’t be called 
“training,” Toner says, because it’s 
much more a question of personal de- 
velopment: it’s up to the individual to 
contribute as much as he can to his 
own development even while the com- 
pany puts him in a formal program. 

Right now, the program is aiming 
at getting the district manager to im- 
prove his skills with the supervisory 
people under him. Regional staff 
people can participate if they want to, 
however—and Toner says they do. 

A Leg Up—The idea is to sharpen 
management replacement by having 
the district manager help make his 
branch managers and motor products 
manager capable of replacing him 
when he moves up. 

A motor products manager, for 
example, needs to learn labor rela- 
tions and warehousing while in his 
sales job. The program should make 
the district manager more aware of 
what his people need, and help pre- 
pare him for his own next step up, 
Toner says. 

The method is a series of con- 
ferences within each region. They will 
emphasize human relations skills and 
problems, but operational problems 
like managing district profit and loss 
schedules will be included. Toner led 
the first conference himself, but is 
planning to have the district man- 
agers lead their own conferences. 
Where appropriate, the program will 
use regional people, departmental 
specialists from the home office, or 
even go outside the company if nec- 


The first series of conferences, each 
taking two days on human relations 
principles in management, was com- 
pleted early this year. Toner plans two 
or three more one-day conferences 
for 1957. They will cover topics like 
negotiating skills; how to find, select 
and interview good people; how to 
appraise personnel, and how to set up 
a district development program. 

Sun’s managers really like the pro- 
gram, Toner says, because the com- 
pany kept their point of view in mind 


Management 


Training is reinforced by dealer clinics on subjects like Sun’s biending pump 


in planning it. A field committee 
worked the program up and took it 
to all marketing managers in guided 
field conferences to win acceptance. 
District managers’ comments were 
used in designing a practical approach 
for the program and finding out what 
the managers need. The field men 
themselves insisted on the conference 
technique. 


Another Kind of Result 


Sun built up “fully integrated” 
training over a long period—its dealer 
training program goes back to 1936, 
its salesman training to 1951, and the 


dealer development center to 1955. 
In that time it has come to think of 
more than concrete results. 

Ross and Toner speak of improved 
dealer morale and income, lower 
turnover, better service to the public 
and greater capacity in salesmen as 
benefits they have seen come from 
the Sun training system. 

The most significant comment may 
have come from the vice president of 
another major company. He says, 
“Sun has a great indoctrination system. 
There may be a lot of bull in it, but 
I'd give anything to make my employes 
think the way they do.” a 


May Bonus: NPN Factbook 


YOU'LL BE GETTING a special divi- 
dend in a few weeks, when the third 
annual NPN Factsook makes its ap- 
pearance. 

What’s New — Fresh features this 
year include an exclusive survey of the 
jobber today: his operating costs, 
profit, equipment, gallonage, stations, 
and other vital statistics. Then there’s 
the latest report on bulk plant and 
terminal volumes from the U. S. Cen- 
sus bureau, new LP-gas figures, new 
maps of product pipe lines and refin- 
eries, and a buyers’ guide to equip- 
ment. The NPN reference index will 
be expanded to include all features 
published during 1956. 

Bigger—Many other regular 
items will be expanded, too—includ- 
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ing the refinery directory, the TBA 
section, oil company advertising ex- 
penditures, and the Canadian market- 
ing section. NPN’s “who’s who”—a 
comprehensive listing of key market- 
ing people in important companies— 
will be more complete than ever be- 
fore. 

All the popular standbys will be 
back. That means NPN’s chart show- 
ing marketing territories, the listing of 
brand names, oil company box score 
of dealer and jobber personnel, an- 
nual reports and capital expenditures 
information, service station volume 
figures, manufacufacturers’ directo- 
ries. All this—and much more, too 
—will be in your hands by the end 
of May. & 
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FLYING 
OCTANES 


Lights that lead to Independence! 


The famous globes of ASHLAND OIL & 
REFINING COMPANY burn brightly too 
for freedom in business! For it is true, ASHLAND O1L & 

ASHLAND today offers petroleum operators REFINING COMPANY 


a priceless opportunity for independence. Home Office: Ashland, Kentucky 


No other supplier combines such highly pre- ALTON, ILL, 528 Henry Street—BUFFALO, N. ¥, 800 
ferred petroleum products and such com- pa a Seca ams aaa gd 

oh CINCINNATI, 0., 1402 Federal Reserve Bank Bldg.— 
pletely tested merchandising and promotion CLARKSVILLE, IND., 214 Center St-—CLEVELAND, 0., 
plans, with so much freedom of operation. Standard Bldg. —DETROIT MICH., Dearborn P.O. Box 


If ; 6025—EVANSVILLE, IND., 2500 Broadway—FINDLAY, 
you are interested in becoming the domi- 0., P. 0. Box 210—-FREEDOM, PA.—-LOUISVILLE, KY,, 


nant independent operator in your area... 1202 S. Third St—NASHVILLE, TENN., 5 £. Main— 
call us now. PADUCAH, KY.—PITTSBURGH, PA., 711 Park Bidg. 


7hke Independent Brand for Independents 
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Brief But Significant 


@ Turnover of salesmen and other 
lower-echelon marketers is an increas- 
ing problem for majors. Combined 
with frequent transfers, this tends to 
weaken liaison between suppliers and 
their jobbers and dealers. 
SIGNIFICANCE: Some jobbers and deai- 
ers say they don’t have effective, last- 
ing communications with their sup- 
pliers because of the many changes. 


@ A Shell Oil-Co. survey of 17,000 
motorists reveals that drivers change 
their oil less often than they say—or 
think—they do. Average change inter- 
val is 1,843 miles. 
SIGNIFICANCE: More than half the 
automobiles checked needed crankcase 
oil changes—which means marketers 
can make more money with a better 
selling job on motor oil. 


@ Continental Oil Co. has named J. L. 
Wait co-ordinator of marketing trade 
relations with both dealer and job- 
ber responsibilities. Tidewater Oil Co.’s 
western division has promoted retail 
sales manager George D. Gavin to 
the new position of dealer and distrib- 
utor relations supervisor. 
SIGNIFICANCE: Conoco and Tidewater 
join Socony and Pure in putting deal- 
er and jobber relations at the top staff 
level (see editorial, page 93). 


@ Israel’s Railroad Administration is 
testing a plastic container for large- 
scale transportation of liquid fuels on 
railway flat cars. It costs about one- 
fifth as much as a railway tank car, 
and may facilitate transportation of 
crude to Israel’s Haifa refinery. 


@ Petroleum Chemicals, Inc., a joint 
Cities Service-Conoco subsidiary, will 
build a butyl rubber plant at Lake 
Charles, La. under license from 
Standard Oil Co. (New Jersey). New 
facilities, added to country’s only other 
butyl plant (operated by Jersey), will 
increase national butyl capacity by 


@ Carter Oil Co., a Jersey Standard 

affiliate, has begun a ten-year mar- 

keting expansion in the Pacific North- 

west. Coastal area there has enjoyed 

38% post-war industrial growth. 
SIGNIFICANCE: This move, plus Jer- 
sey’s recent acquisitions in Midwest, 
(NPN—July °56, p 96) indicate Jer- 
sey’s aiming for strong coast-to-coast 
representation. 


@ BP (Canada) Ltd., a subsidiary of 
British Petroleum in London, will start 
marketing in Canada on May 1. That's 
the target date for changeover of 50 
stations in northern Quebec the Can- 
adian company recently bought from 
Shell jobber Odilon Crevier. 
SIGNIFICANCE: BP (Canada) is emulat- 
ing Canadian Petrofina’s entrance into 
the Canadian market by acquiring 
small independent chains, concentrat- 
ing on rural areas of Quebec (NPN — 
Nov. °56, p112). 


@ Several majors are reducing or 
eliminating division credit card billing 
offices. They’re centralizing credit card 
processing at home offices or a limited 
number of field points where electronic 
equipment is located. 
SIGNIFICANCE: High cost, speed and 
many uses of electronic equipment 
encourages elimination of duplicate 
installations. 


@ Contrary to many major marketers’ 
thinking, a major official believes the 
smart oil jobber should diversify into 
other lines of business. “Anyone with a 
lot of good will, a distribution system 
and a list of customers is in a good 
position to sell plenty of things be- 
sides oil,” he says. 
SIGNIFICANCE: This marketer thinks 
jobbers can strengthen their position 
and protect their future if they’re not 
dependent on the oil business alone, 


@ Oil-Heat Institute’s distribution di- 
vision directors see little chance for 
adoption of a request for $3,000 to 
launch a fund drive for national oil- 
heat promotion. Backers want to raise 
$200,000 from distributors at $25 per 
truck. 
SIGNIFICANCE: The directors feel it 
would be unwise to undercut Oil Heat- 
ing Market Reports’ success in getting 
distributors and majors to put up 
funds for local oil-heat drives. 
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@ The federal grand jury in Alexan- 
dria, Va. has been given no specific 
charges in its search for possible anti- 
trust law violations by. major oil com- 
panies. In its first hearings it ques- 
tioned only lower-ranking major em- 
ployes; information obtained will 
probably be used. to develop later ques- 
tioning of top officials. 
SIGNIFICANCE: Observers think the 
Dept. of Justice is on a “fishing expe- 
dition” — with the big catch being 
alleged price leadership practices of 
the majors. 


@ January shipments of commercial- 

industrial oil burners were 13% higher 

than for the same month in 1956. 

Shipments for 1956 were 5% higher 

than in 1955, and the industry expects 

an even greater sales hike this year. 
SIGNIFICANCE: Oil heat, having proved 
itself in many plant installations, is 
grabbing a bigger share of the new 
plant construction market. 


@ Florida Power & Light Co: is jplan- 
ning a study of the economic poésibil' 
ities of converting three of its electric 
generating plants from fuel oil to coal 
consumption. Rising fuel oil costs are 
thought to make economic use of coal 
possible. 
SIGNIFICANCE: Conversion would be 
a stiff blow for Florida fuel oil mar- 
keters, already threatened by a re- 
cently authorized natural gas line. 


@ In Michigan, truck drivers and bulk 
plant workers walked out over wage 
differences last month. Strike was the 
Oil, Chemical and Atomic Workers In- 
ternational Union’s first big move in 
oil marketing since the AFL-CIO 
merger. OCAW has been interested in 
marketing, but has concentrated on 
refining while International Brother- 
hood of Teamsters extended its or- 
ganizing in marketing. 

~ SIGNIFICANCE: Observers say OCAW 


Teamsters in recent probes. 





co 


Bulk Storage Underground? 


+ +» it sounds expensive and compli- 
cated, but it isn't. Union Oil of 
California finds its below-ground bulk 
plants are money-savers—find out why 
on page 116 
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te picture shows the business end 
of a bright idea for gasolines. It is the 
heart of the UOP Rexforming process, a 
new development in petroleum refining 
that produces automotive gasolines with 
the industry’s highest octane ratings. 


The idea was born in our research 
laboratories. The equipment necessary 
to make the process commercially prac- 
tical was developed by UOP design 
and process engineers. 


A lot of scientists, technicians and 
engineers spared neither brains nor 
labor in bringing this idea to its suc- 
cessful practical application. And back 
of it all was the basic purpose of making 


the gasolines you sell meet today’s de- 
mand for more efficient motor fuels and 
perfecting the methods to make its 
manufacture efficient and economical. 


Not only at UOP, but throughout the 
petroleum industry ‘“‘men of science” 
are constantly working to provide the 
*‘men who sell” with more marketable 
products from petroleum. They, too, 
have an iroportant part in the great 
economic process of creating demand 
by making supply more salable. 


UOP has prepared an interesting booklet 
on ““How Men of Science Help You Sell”. 
ill ds ahel to canduen « cane a eau 


UNIVERSAL OIL 
PRODUCTS COMPANY 


30 Algonquin Road 
Des Plaines, Illinois, U.S. A. 


Forty Years Of Leadership In 
Petroleum Refining Technology 
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This photograph shows heater, heat exchangers and 
reactors, the heart of the new Rexforming (a UOP 
licensed process) unit which recently went on stream 
at Cosden Petroleum Corporation, Big Spring, Texas. 





LS of advertising 


This two-page advertisement talks your 
dealers’ language—spells out clearly why a 
new Purolator filter is the best insurance a 
car can have... right now! 


“a 
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start Purolator’s 
biggest sales drive 


at Filter Check Time! 


Purolator launches its national 1957 pro- 
gram with dramatic, multi-page Lire ad- 
vertising . . . gives motorists the filter facts 
that save money for them—and make 
money for you and your dealers. 


Be sure your dealers have this new material 

out front where it can work for them. Urge 

your dealers to tie in with the big, sales- 

stimulating Lire advertisement . . . to use 

their displays to sell customers a new, full- 

profit Purolator filter. “tg. WEAR: 
PUROLATOR 


BUINE TY, 


Jame ws 


What a team to clean up with! 


PUR LATOR 


“Purolator” Reg. U.S. Pat. Off. 


OIL AND AIR FILTERS 


UROL arto! 


PUROLATOR PRODUCTS INC., Rahway, N. J.; Toronto, Ontario, Canada 





More and more, operators of successful 
service stations today are proclaiming 
“good light” as their least costly means of 
increasing sales! 

Furthermore, their actual sales increases 
continue to prove that proper lighting: 


1. Strongly identifies location 


2. Induces increased traffic 
3. Distinguishes caliber of service 
J 4. Focuses attention on T. B. A. lines! 
2 Westinghouse Light Engineering Provides 
2 TO 3 TIMES MORE LIGHT AT 
NO INCREASED OPERATING COST! 


Westinghouse — acknowledged authority 
throughout the entire field of outdoor light- 


ing—can readily show you how best to apply 

mercury lighting to your station. Mercury 

lighting will give you much more light for 

the same amount of money you’re now 
ee 


spending for incandescent light! Moreover, 
the efficiency of color-corrected mercury 


lamps is considerably greater. Reason: Mer- 

Mi cury lamps produce more than twice the light 
per watt, and have 7 times the “life” of 
incandescent lamps! 


In addition, Westinghouse luminaires are 
specifically designed for these improved 


1\) il mercury lamps—giving you maximum light 
output, together with minimum maintenance! 

Westinghouse will assist you in obtaining 

the proper illumination level for each partic- 

ular purpose, at lowest costs practical today! 





You, yourself, can tell... when you’re driving We usually drive right on past poorly lighted 
at night . . . how well-lighted stations arrest stations! . .. intent on the one ahead! 
your attention! . . . stimulate curiosity! 
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Example of low-cost installation employing Illustrating Westinghouse VEK-16 Greund Area 
Westinghouse UA-20 Mercury Lamp Flood- Floodlights (available for either incandescent 
lights. (Note how the UA-20, employing or mercury lamps) applied to illuminate 


400-watt, color-corrected mercury 
lamps, installed at pump islands, 
also illuminate driveways! ) 


For any type of outdoor lighting whatsoever, 
including complete equipment “packages”, 
consisting of poles, brackets, luminaires, 
lamps, ballasts and all materials for interior 
lighting, call your nearby Westinghouse 
representative. Or, write to Westinghouse 
Electric Corporation, LIGHTING DIVISION, 
Edgewater Park, Cleveland, Ohio. 4.04410 





large area-ways and open spaces 
for parking. 


Featuring new, Westinghouse OV-35 Luminaire— 
the industry’s foremost design for area-lighting 
—engineered especially to utilize mercury 

lamps, as illustrated, upper left 

on opposite page, 


You CAN BE SURE...1F is Westinghouse ewe 
i 





And we all know the ease of “coasting” comfort- You, yourself, know the added appeal of “‘spot- 
ably, easily, into well-lighted entrance-ways. lighted”’ merchandise . . . how it increases im- 
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pulse buying! All good retailers “‘light up”! 
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nt pipes: only visible evidence of 100,000 


Why Use Underground Tanks? 


Union Oil has these big reasons for installing them 
at four of its new bulk plants: 


® More usable space ¢ Simpler maintenance 
e Lower product loss ¢ Cheaper to install 


meme aa 
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Maybe you think of underground storage plants 
as an expensive last-resort proposition—some- 
thing to build only when local regulations make 
them mandatory. 

Union Oil Co. of California doesn’t feel that 
way. It’s building underground plants voluntarily, 
and has put up four in California since last June. 


It’s a key phase in the company’s program to re- 


2 
re 
ae 


- = az ee a 
Underground tanks are wrapped and coated to guard against corrosion. Union expects them to last 20-30 years 


place outmoded marketing stations with more efficient 
and better-looking facilities. 

Union sees plenty of advantages to underground 
tanks but isn’t fully committed to them. Local con- 
ditions can swing the balance. “It’s an optional matter,” 
says Harold Cooper, supervisor of marketing facilities. 

The company’s new underground plants are at 
Bakersfield, Visalia, Pomona and Oxnard. There’s 
none of the usual bulk-plant look about them. . . 


These Are the Plus Factors For Underground Storage 


The Bakersfield plant, first underground station 
built by Union, is typical. The only building is a 
modern office-warehouse, laid out so that the office 
faces the street while the warehouse faces the rear 
of the property. Behind the warehouse is the loading 
rack. Both are hard to spot from the street. 

There’s no sign of storage tanks. The only visible 
items are pumps and vent pipes for each of five buried 
20,000-gal. tanks. But here are some of the purposes 
they serve: 

Space Saving—With tanks underground, Union gets 
an additional 500-600 sq. ft. of yard space per tank (or 
2,500-3,000 sq. ft. for five tanks). That can be put to 
valuable use—storing drums, for instance. Where land 
costs are high, that means a lot. (Union does not use 
the ground space over the tanks as driveways, though 
the tanks are designed to resist the weight of heavy 
trucks.) 

Conservation—Stock losses are cut substantially 


when tanks are in the ground. The reason: evaporation 
is minimized because temperatures are more constant 
and much lower than above ground. 

Easier Maintenance— Union finds underground plants 
easier to run. Frequent repainting is a thing of the 
past; the company simply coats and wraps the tanks 
as if they were piping. Union expects its tanks to last 
20-30 years with little maintenance. “It’s almost im- 
possible to find a leak in an underground tank without 
digging it out,” Cooper admits, “but we don’t expect 
to do this very often.” 

Gauging tanks is simpler, because there are no 
stairs to climb. And there’s no need for a yard man 
to operate pumps during unloading. Transports gravity- 
drop product into tanks through tight-fill connections, 
with only the driver standing by. 

Fire protection is better, too, Union believes, because 
tanks and lines are not exposed. Then there’s the 
money angle. . . 


Here's What It Costs To Do the Job 


Underground tanks mean some extra expenses. But 
they’re offset by substantial construction savings, Union 
finds. 
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Extra-Cost Items—Tanks, turbine pumps and exca- 
vation costs are all extras for an underground plant. 
Union’s specially designed underground tanks use 
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DON’T BREAK THE PIPING? 


Gorman-Rupp’s exclusive cartridge design 
permits rapid field service with less man- 
hours and spillage control. No need to work 
back to a fitting or flange. Pump and motor 
can be removed and exchanged by unscrew- 
ing a few bolts right at the pump. This is an 


every-model feature for all Gorman-Rupp 
“QO” Series centrifugal pumps that prime— 
noted for their high efficiency, dependable 
operation and unique safety features. No 
check valves. Covered by the Gorman-Rupp 
plain language guarantee. 


THE GORMAN-RUPP COMPANY 


305 Bowman Street - Mansfield, Ohio 
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(Story begins on page 116) 
heavier sheet steel (5,,” against 3,” for vertical tanks). 
After pipe line contractors have coated and wrapped 
the tanks, Union figures, each 20,000-gal. tank costs 
about $2,500, against $2,000 for a vertical tank. 
Although underground tanks are heavier (35,000 Ib. 
against 9,700 lb. for a vertical tank), shipping costs 
are comparable. In either case, it takes a truck to 
haul the tank to the site. 
Excavation comes to about $500 per tank and a 
turbine pump costs. about $250 more than the cen- 
trifugal type. So extra costs are $1,250 per tank. 


How to Pick the Right Site for 


Union checks numerous points before it decides what 
type of storage should go into a marketing station. Here 
are some of them: 

e Soil conditions. Non-corrosive soil is preferred 
for underground tanks; otherwise its life would be 
shortened, unless extra coating and wrapping or 
cathodic protection were provided. These mean higher 
costs. 

e Water table. This has to be below the tank to 
avoid added corrosion and the danger of floating the 
tank up out of the ground. 

e@ Excavation conditions. Tank pits should be dug 
without blasting, and earth-moving equipment like 
clamshell diggers should be readily available. A supply 
of clean, dry sand should be accessible (excavations 
are backfilled with sand to cut down corrosion). There 
should be a place for the contractor to dump spoil 
without hauling it too far. 

e@ Power supply. Electricity must be readily avail- 


Bulk Plants and Terminals 





Where the Savings Come In—Union estimates that 
underground tankage means an installation saving of 
$1,500 per tank, or a net saving of about $250 per 
tank when the extras are figured in. The savings break 
down this way: no foundations, $300; no retaining wall, 
$500; no catwalks or ladders, $250; no manifold, 
$300; fewer fittings, $150. 

Add in lower maintenance, savings in real estate 
costs and lower product losses, and you can see why 
Union’s giving careful consideration to the underground 
route when it’s time to build new marketing stations. 


Underground Storage 


able and dependable. 

e Product to be stored. If it’s heating oil, tanks 
will require more frequent cleaning than for light oils. 
And cleaning underground tanks is more expensive 
than cleaning other storage. 

e@ Permanency of plant. Vertical storage would be 
easier to handle if there’s a chance of the plant’s being 
moved or abandoned at some later time. 

Other factors—like more accurate gauging, and 
easier water withdrawal and vapor cleaning—tend to 
favor the choice of vertical tanks, Union says. But 
when weighed against the over-all advantages of under- 
ground storage, they don’t qualify as determining 
factors. 

Union is able to assess most of these factors fast; 
the company usually knows about soil conditions, 
water tables and excavation problems from its station- 
building program in the area. If there’s reason to 
suspect trouble, however, Union makes special tests. @ 


New Bulk Plant and Terminal Census: 
Fewer Storage Points, More Business 


OLUME IS BOOMING for U.S. bulk 

plants and terminals, though the 
total number of installations has un- 
dergone some shrinkage since 1948. 

That’s the gist of a new state-by- 
state compilation of the Census 
Bureau’s latest census of business re- 
ports. 

Box Score—In 1954, the reports 
show, a total of 27,078 bulk plants and 
1,241 distributing terminals handled 
$14.78-billion in oil product sales. 
That was 40% more business than in 
1948, year of the previous census. To- 
tal installations dropped 3.6%. 

All Petroleum Administration for 
Defense districts except No. 4 re- 
ported fewer facilities. In that district, 


oil facilities increased 8.3% from the 
1,676 reported in 1948. 

Higher sales were turned in by all 
PAD districts, with District 4 showing 
the highest (55%) increase. Operating 
costs of plants and terminals in rela- 
tion to sales went up in all PAD dis- 
tricts except District 5, where costs 
dropped to 10.3% from 10.9%. 

Innovations—New to the °54 Cen- 
sus Of Business are (1) tabulation of 
wholesale LPG facilities, their sales 
and operating costs and (2) separate 
bulk plant and terminal data. In the 
1948 reports, bulk plant and terminal 
statistics were lumped under a single 
head. 

Definitions—Census Bureau defines 


bulk plants as handling gasoline, kero- 
sine, distillates and resids with a stor- 
age capacity of 10,000-2,100,000 gal. 
that receive product by truck or rail. 

It defines terminals as handling the 
same products with storage capacity 
greater than 2.1 million gal. and re- 
ceiving product by tanker, barge or 
pipe line. 

It defines LPG facilities as handling 
product either in bulk or bottles to 
dealers, wholesale distributors, indus- 
trial-commercial accounts, government 
and military installations. 

Operating costs include payroll and 
overhead but not the cost of merchan- 
dise or withdrawals by owners of unin- 
corporated businesses. 


For details of the census, turn the page > 
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How Wholesale Oil Trade Looks 


Story begins on page 102 


Total 
Installations 
554 > 438° 





Bulk plants .... 
Terminals 
LPG facilities .. 


New Hampshire 
Bulk plants .... 


Terminals 

LPG facilities .. 
Vermont 

Bulk plants .... 

Terminals .... 


LPG facilities .. 


Massachusetts 
Bulk plants .... 


LPG facilities .. 


Rhode Island 


Bulk plants .... 
Terminals 


123,456 
315,942 
439,398 

2,586 


N.D. 
N.D. 
EE 


N.D. 


N.D. 
143,442 


60,923 
233,350 


294,273 


1,711 


443,842 
795,662 


1,239,504 
5,936 


210,658 
586,167 


4,707 


460,779 
447,249 


908,028 





11,882 


796,825 


39,413 


327,677 


218,574 


838,047 


501,824 


608,418 








PAD District 1 


Delaware 


Bulk plants .... 
Terminals 


LPG facilities . 


Maryland 


Bulk plants 
Terminals 


Total .. 
LPG facilities . 


District of Columbia 


Bulk plants .... 
Terminals 


Total 


Virginia 


Bulk plants .. 
Terminals 


eee 5. 
LPG facilities .. 


West Virginia 


Bulk plants .... 
Terminals .... 


Bulk plants .... 
Terminals 


LPG facilities .. 


South Carolina 
Bulk plants .... 


LPG facilities . . 


Georgia 


Bulk plants 
Terminals 


LPG facilities . . 


Florida 


Bulk plants .... 469 
53 
522 
LPG facilities .. 35 


NATIONAL PETROLEUM News * April, 1957 





228,486 
138,026 


366,512 


1,427 


65,034 
46,566 


111,600 


333,470 
181,568 


515,038 


6,200 


165,054 
63,801 


228,855 


1,852 


235,351 
62,694 


298,045 


3,721 


236,007 
175,434 


411,441 
599 


19,876 


171,419 


275,343 








in the Latest Business Census 


Dollar Sales 
(add 000) 
554 > 


(add 000) 
36 CtO48 





PAD District 2 
Ohio 


Bulk plants .... 


LPG facilities .. 


Indiana 


Bulk plants .... 


LPG facilities . . 


THlinois 


Bulk plants .... 


LPG facilities .. 


Michigan 


Bulk plants .... 


Bulk plants . 
Terminals 


LPG facilities .. 


Minnesota 


Bulk plants .... 


LPG facilities .. 


Bulk plants .... 
Terminals 


LPG facilities .. 


Missouri 


Bulk plants .... 
Terminals 


364,482 260,742 
293 





434,639 _ 


372,746 _ 


807,385 523,625 
1,828 _ 


428,596 — 
147,504 — 


576,100 325,768 


1,886 _ 


594,929 _ 
145,952 _ 


740,881 550,942 


16,095 _ 


466,861 _ 
278,491 _ 


745,352 495,618 


549 ~— 


292,020 
68,031 


360,051 


544 


283,299 
47,275 


330,574 268,951 


524 — 


287,890 
49,083 


336,973 


718 


310,862 
53,620 


N.D. _ 
N.D. _ 


71,590 
98 _ 
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PAD District 2 
South Dakota 


Bulk plants .... 
Terminals ... 


LPG facilities . 


Nebraska 


Bulk plants .... 


LPG facilities .. 


Kansas 


Bulk plants ... 


LPG facilities .. 


Kentucky 


Bulk plants 
Terminals 


Total 


LPG facilities . . 


Tennessee 


Bulk plants 
Terminals 


Total . 


LPG facilities . . 


Oklahoma 


Bulk plants .... 


LPG facilities . . 


Louisiana 


Bulk plants .... 


Terminals 


LPG facilities . . 


Texas 
Bulk plants 


Terminals ..... 


Total . 


LPG facilities _. 


New Mexico 





N.D. 
N.D. 


101,690 


1,574 


130,280 
14,200 


144,480 


3,044 


173,630 
24,453 


198,083 


3,746 


159,358 
74,709 


234,067 


1,553 


180,395 
166,499 


296,894 


1,389 


165,173 
7,768 


172,941 


7,934 


N.D. 
N.D. 


228,212 


5,116 


565,886 
156,602 


722,488 


28,644 


77,666 
N.D. 


77,666 41,631 


41,135 _ 








Bulk Plants and Terminals 





Latest Census of Wholesale Oil Trade 


Story begins on page 102 


Operating 

Dollar Sales Costs 
(add 000) 
54 48 54 «°48 


PAD District 3 PAD District 4 





157,611 _ 
79,948 _ 


237,599 150,856 
2,481 _ 


129,958 oe LPG facilities . 


16,473 _ PAD District 5 


146,431 103,110 
1,021 sie Arizona 


Bulk plants .... N.D. 
LPG facilities .. N.D. 
N.D. aa .D. T 110,368 


N.D. -- D. 
Nevada 


130,825 98,418 Bulk plants .... 35,035 20,670 
6,706 — LPG facilities .. 318 ae 
Colorado 
Bulk plants .... N.D. D. eae” 213,328 
N.D. D. i 123,881 


139,029 5S 9: 
LPG facilities . 3,855 nl Fan ie 


Utah Oregon 
Bulk plants .... N.D. -D. Bulk plants .... 158,077 
N.D. ° . 19 771,682 


3 -D. 438 235,759 
e856 . LPG facilities .. 17 1,823 
California 

Bulk plants . .. . 1,275 934,518 
Terminals 53 oa 283,289 
otal 1,328 1,529 | 1,217,807 

0 = 14,244 








11.2 Notes: 

3.5 N. D. means not disclosed in report. 

Wherever state reports indicate there are no certain facilities, the 
10.5 ; line has been dropped from table. As a result, some states do not 
29.6 indicate any terminals or LPG facilities. 














RECAP BY PAD DISTRICTS 


District 2 District 3 
*54 "48 "54 48 





— 3,778 
_- 111 
15,316 3,889 
_ 181 


314 


000) 
Plants & Terminals 5,362 1,936 
LPG facilities 45 19 


118 109 10.3 10.9 
30.8 
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The Best Known 


If ever there was one public relations tool that contained 
all the key materials needed to build goodwill, THIS 
IS IT! It’s the Oil Information Committee’s new Com- 
munity Program Package. And with it you can become 
one of the best known oilmen in your town. 

Among the materials in this package you'll find some- 
thing to interest every group in your community — 
school, farm, and women’s groups; youth, civic, pro- 
fessional, fraternal and church organizations. Included 
are speeches and films, radio scripts and press releases, 
special demonstrations and hints on how to hold con- 
tests, stage parades, and hold “oilman for a day” events. 
It is the complete “goodwill builders” guide! 

Of course you needn’t be reminded how important 
goodwill is... both for you, the oilman, and your in- 
dustry as well. It’s a fact—the more people get to know 
you the more friends you make. And in your town you 
can help your business and your industry by telling your 
neighbors how petroleum helps serve their needs. 


April, 1957 + NATIONAL PETROLEUM NEWS 


Sy 


~ bllmen Go By 
THIS Book 


Talk oil to your 
town with the 
Oil Information Committee’s 
new Community 
Program Package 


So why not take advantage of this professionally pre- 
pared, readymade community relations program. You 
can get your Community Program Package by working 
with the Oil Information Committee in your area: 


American Petroleum institute 
50 W., 50th St., New York 20, N. Y. 
I am interested in building better public relations in my com- 


munity. Please send me the address of my nearest Oil Infor- 
mation Committee District Office. 





ADDRESS 














Whiteway’s NEW and vastly different RAPID-START 
HI-LUME, with its “wrap around” lense, gives brilliant 
lighting not only on island, but also to surrounding area 
and on station-building. ALL-ALUMINUM construction, 
with a Support Channel of Armco aluminized steel .. . 
providing all the protection of aluminum, plus the 
strength of steel! Each lamp has its own individual re- 
fiector for maximum light reflection. Decorative, heavy 
cast aluminum end plates give added strength and dura- 
bility. The use of White Urea spring-loaded, double-re- 
cessed lampholders result in constant contact with lamps 
- . . eliminates lamp blackout due to such causes as vibra- 
tion, corrosion, and improper clearance. Special knockout 
plugs permit spot lighting to be fastened to main struc- 
tural channel, not to just the sheet metal housing. It’s 
difficult to believe that such a premium quality. fixture can 
sell for such a low price! 


© Basic lengths of 4-6-8 feet available. Your exact requirements 
available in odd lengths, such as 6-10-14 feet. 
NEW “wrap-around” extruded Plexiglas hinged doors. 
Fully adjustable post mounting brackets. No post center dis- 
tance needed with order—no measuring or drilling on job 
WHITEWAY lights are made to fit, regardless of your require- 
ments. 
Underside maintenance. All maintenance can be accomplished 
by opening the hinged doors. 
© One-piece die-formed top housing eliminates possible water 
leakage into interior of electrical circuits. 
Extruded rubber gasketing around entire perimeter of hinged 
doors. Dirt, weather and insect resistant. 


DEDICATED TO QUALITY AND SERVICE 


WHITEWAY’S NEW HI-LUME PUTS 
THE LIGHT ON YOUR BUSINESS— 
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NOW ... For THE FiRST TIME... 
POSITIVE “DIRECTIONAL CONTROL” 
AREA ILLUMINATION! 


Whiteway’s answer to disturbance complaints . . . the new 
scientifically engineered rapid-startr DIRECTO-LUME giving 
you positive directional lighting with absolute minimum 

light wasted! Precision, all-aluminum construction, styled with 
the gracefulness of a swan! Streamlined, neat and attractive, 
the new DIRECTO-LUME weighs only 69 lbs., yet has the 
relative strength of a steel bridge. Here’s the finest fluorescent 
flood-light available anywhere . . . engineered to solve all 
your area lighting problems. 


LOOK AT THESE OUTSTANDING FEATURES: 


©@ sigh efficiency . . . so efficient that published light 
readings seem fantastic! Readings as far as 72 feet away 
exceed those of other fixtures at much shorter distance. 
This is actually based on the physical law of light 
reflection, which states that the angle of incidence is equal 
to the angle of reflection from the reflector surface. 

IT’S THE SHAPE THAT DOES IT! 

* Styled in tune with today’s modern architectural tastes in 
mind . . . the DIRECTO-LUME adds beauty to your location 
as no other fixture can! Light is mounted quickly and easily 
on Hinged Support Post. 

Sturdy all-aluminum construction reduces maintenance .. . 
assures long life! 


MANUFACTURING COMPANY 
1736 Dreman Av ¢ alile Lie 2s Man @ lille 


N 
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SCIENTIFIC SHAPE GIVES 
DIRECTIONAL 
CONTROL! 


Sectional end view at ri 
clearly reveals why there i 
absolute minimum loss of 
to the rear and top of DI 
TO-LUME. You migh 
“ITS THE SHAPE 
DOES IT!” 


FAST, POSITIVE 
MOUNTING BF 


One of the most 
Mounting Brackets 
is adjusted by sim 
ment bolt. Fits ai 
standard size 
nipple. No wiri 
boxes needed . 
easy and quick 
cessibility to wi 
connection 
weatherproo 
spection plate 
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It doesn’t 
moderniz 
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When the talk is of 


Ad 


a= 


E-X-P-A-N-S-I-O-N, your 


Don’t overlook important growth opportuni- 
ties in your truck fleet! 

Changes in distribution systems, expansion 
and broader marketing areas, all demand the 
most efficient, most modern motor trucks. 

That’s why so many of the leaders in the 
petroleum industry call on White with its 
unmatched payload “know-how” and proved 
operating efficiency. 

Modern White Trucks fill exact operating 


needs because they are engineered for more 
work, in less time. White creative design 
assures maximum equipment utilization, 
maximum payloads, and lowest operating 
cost. 

Don’t delay seeing your White Representa- 
tive. He has facts about the completely new 
line of White Trucks for the petroleum in- 
dustry. Whatever your requirements, there are 
profitable advantages in these new Whites. 


THE WHITE MOTOR COMPANY 
Cleveland 1, Ohio 


For More Than 55 
Years The Greatest 
Name In Trucks 
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MAXIMUM efficiency in 
straight truck tank delivery 
means the White 3000 with 
range of models for all types 
of applications. 





SPECIAL product applications 
in the petroleum industry need 
modern design, too. This White 
3000 saves time in station 
delivery. 


truck fleet needs modernizing, too! 








NEW White 9000 has exclusive 
payload advantages with high- 
capacity tank trailers like this 
new unit with special under- 
carriage and tank. 





WHITE 3000 with power-tilt 
cab not only handles big pay- 
loads but has outstanding 
maneuverability and safety 
advantages. 
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Romping with kids at Easter time can be good for business. This dealer finds . . . 


Holidays Can Work for You 


Here's how you can use those “off days” 
to build business and add customers: 


@ Plan promotions around a holiday theme 


@ Coordinate advertising with dealers 


@ Sell the holiday idea in dealer meetings 


SOMETIMES it’s more profitable to 
give than to receive. 

That’s why Sinclair Refining Co. 
will push the idea of holiday promo- 
tions in an upcoming round of dealer 
conferences. Sinclair believes its deal- 
ers can build more community good 
will that way. 

The theme of the next round of 
conferences (Sinclair runs 128 of 
them in its 38-state marketing area) 
is “how to get more customers.” It’s 
designed to follow on the heels of 
the preceding conference topic—‘sell- 
ing in the community.” And it will 
tie in with this year’s tentative adver- 
tising plans, which call for a softer 
sell and more emphasis on dealer 
status. 

Holiday promotions have been gal- 
lonage boosters in some of Sinclair’s 
seven districts for a long time. But 


128 


now sales promotion executives are 
thinking out loud that it might be a 
good idea to get on the promotion 
band wagon company-wide. To help 
that idea along, Sinclair is field testing 
a few selected promotion stunts. If 
they work out, they'll be passed on to 
dealers as gallonage boosters that will 
fit a station’s limited pocketbook. 

“What we hope to do,” says retail 
training supervisor E. W. Isom, Jr., 
“is give the dealer something to sink 
his teeth into. We can’t tailor a pro- 
motion for every station, but we can 
build a framework that imaginative 
dealers can adapt to their own 
stations.” 


An Easter Package .. . 

This is one idea Sinclair hopes will 
catch on soon. It’s a dealer-sponsored 
Easter egg hunt. The promotion was 


given a trial run in Mobile, Ala., two 
months ago (see pictures) and market- 
ing executives say it was a “huge 
success.” 

Joe Whitehead, a top Sinclair dealer 
there, agreed to conduct the test. He 
invested about $35 in eggs, baskets, 
ice cream, bunny masks and a seven- 
pound cake. Whitehead, his wife and 
daughter colored the eggs and hid 
them on the grounds of a local golf 
course. 

About two-dozen members of Mo- 
bile’s younger set were then bundled 
off to scurry for the eggs and wolf 
down the goodies at a picnic table. 
Beaming parents pitched in to help 
run the party and burly dealer White- 
head frolicked with the kids. 

Dealer Whitehead didn’t stop with 
his egg hunt. He tried out a second 
promotion for Sinclair. For $6 he 
bought 50 baby chicks, and put them 
in the window of his station. He dis- 
played a big sign, announcing the 
chicks would be given away free to 
the first 50 children who showed up 
on Monday morning with their par- 
ents. Excited youngsters flocked to 
the station as if it were the city zoo. 


By RICHARD C. SCHROEDER 
Staff Writer 
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Station giveaway: “C’mere chickie” 


Worth The Effort—The results of 
the two promotions delighted everyone. 
Sinclair had a package promotion 
costing less than $50 that had proved 
itself worthwhile. Dealer Whitehead 
was “overwhelmed,” according to 
sales executives, and will run the stunt 
again this Easter. 

Easter eggs and baby chicks are 
not the only magic in sales promotion 
manager William Kelly’s bag of tricks. 
Sinclair will suggest other Easter pro- 
motions, too. 

One idea is an orchid giveaway. 
Dealers in six Michigan towns joined 
forces last year to give away fresh 
blooms to customers. In quantity, 
orchids were purchased for 8¢-11¢ 
apiece from two California distribu- 
tors. Each station distributed about 300 
of them the Saturday before Easter. 
Total cost of flowers per station was 
about $30. In addition, Sinclair split 
the cost of newspaper ads with the 
dealers. 

Gallonage at all stations shot up 
on the weekend of the promotion. In 
some cases, dealers sold more than 
three times the normal amount of gas- 
oline. In others, gains of more than 
1,000 gal. were recorded on one day. 


Coordinated Publicity .. . 

That’s the key to the success of the 
giveaway. In addition to co-op news- 
paper advertising, spot radio an- 
nouncements were used. One jobber 
commented, ‘This was one of the most 
outstanding campaigns I have had the 
privilege to participate in. However, 
without the proper advertising and 
promotional work, it might have been 
just another campaign.” 

Although over-all gains of 60% to 
100% were registered for the whole 
district, Sinclair is quick to admit that 
profits for the day were not signifi- 


cantly higher, after deductions were 
made for the cost of the promotion. 
The aim of holiday promotions, ac- 
cording to Sinclair, is to get new 
customers into the stations. The or- 
chid giveaway did just that. If a good 
number of first-time visitors become 
steady customers, the promotion even- 
tually pays for itself many times over. 

Another promotion—not strictly for 
Easter, but good for any spring week- 
end—is a kite giveaway. Sinclair 
worked up a 50-50 deal for 60 
dealers in the Cleveland, Ohio, area. 
Cost for the whole package to each 
dealer: $17.84. And for that invest- 
ment, dealers averaged an over-all gal- 
lonage increase during the promotion 
of 8.4%. 

Easter isn’t the only time for holiday 
promotions, says Isom. Other possible 
tie-ins are Fourth of July, Halloween 
and Christmas. For Independence 
Day, Sinclair is considering the idea 
of working up a series of reproduc- 
tions of national documents for deal- 
ers to hand out to customers. Hallow- 
een, suggests the company, might be 
a good time to sponsor window paint- 
ing contests and to give away child- 
ren’s masks. 

Co-op a Clue—On most special 
events, Sinclair splits costs 50-50 with 
dealers. In some cases—the orchid 
promotion, for instance—the dealers 
pay for the giveaway item, but adver- 
tising and publicity expenses are 
shared. A healthy part of Sinclair’s 
yearly advertising budget goes to co- 
Op programs. 

Sharing costs is not the only help 
Sinclair might offer to a promotion- 
minded dealer. If the package deal 
works out right, there’s a chance that 
some point-of-sale materials might be 
produced by the company for field 
distribution. ” 
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Will the Station of Tomorrow 


Sunset Petroleum thinks so. It’s selling non-oil products 
at a discount in company stations, with these results: 


@ Gallonage is up over last year’s figures 
e Merchandise sales are in the black after only a few months 
@ Sales and profits in both lines are still climbing 


A ONE-STOP SERVICE CENTER where hurried buyers 
can satisfy all their needs in one big gulp—that’s the goal 
of J. D. Sterling, vice president of Sunset International 
Petroleum Corp. of Los Angeles. And he’s already off 
to a running start. 

Sterling is selling everything from ladies’ nylons and 
cigarettes to refrigerators and washing machines. He’s 
selling at a discount, and expects to make a tidy profit 
while raising his gasoline gallonage. 


How the Plan Works 


Since Sunset launched its discount house-service station 
experiment late last year, markdowns have ranged from 
$100 on a new vacuum cleaner to $8 on a famous-make 
steam iron. Sunset says. this low-price philosophy has 
already put non-oil merchandise sales into the black and 
pepped up gallonage as a surprise bonus. 


130 


Sunset buys non-oil goods from “normal channels”— 
direct from manufacturers, where volume warrants. Small 
items like glassware and cigarettes, are bought in carload 
lots. Bigger items, like refrigerators and stoves, are not 
stocked in quantity but are available on one day’s notice, 
at close to carload prices. 

Merchandise is resold at cost plus 10%. The mark-up is 
sometimes less, never more, says Sunset. Prices generally 
compare favorably with discount houses in the area. 

Controlled Operations—In the Los Angeles basin, 12 
company-operated Golden Eagle stations (of a total of 
96) carry the merchandise line (see pictures). Only six 
have a big enough inventory to require a separate sales 
staff. These six stations are plugged in Golden Eagle news- 
paper ads. In the San Francisco area, 36 co-op Craig 
stations handle merchandise. But these carry only a lim- 
ited stock. 

By discount house standards, even the biggest-selling 
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... Bea Store? 


stations carry a small daily inventory. The big six Los 
Angeles outlets keep only one TV set, five mixmasters and 
five toasters. But two central warehouses—one for San 
Francisco and one for Los Angeles—can supply items on 
short notice. The L. A, warehouse carries an inventory of 
$279,000. 

The Sunset plan includes a nominal membership re- 
quirement. Customers carry club cards validated each 
month by the manager of one of the discount service 
stations. But there’s no particular requirement as to how 
much gasoline must be bought monthly, and nothing to 
prevent a manager from giving out cards even to non- 
gasoline customers. 


Good Results So Far 


The rapid movement of merchandise sales into the 
black (the program began in October, was making a 
small profit by December) vindicates the new concept, in 
Sterling’s opinion. But the gallonage rise is an unexpected 
bonus. In the beginning, Sunset looked to the discount oper- 
ation to fill in a gap left by a discontinued premium pro- 
gram. They wanted at first only to hold on to the gallonage 
they already had. 

In January, normally a slow month, total sales in com- 
pany-operated stations in San Francisco and Los Angeles 
were up 24,501 gal. from December. The first ten days 
of February were roughly 113,000 gal. higher than the 

(Continued on page 133) 
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Sunset’s non-oll line ranges from nylons to refrigerators 





a stale battery - 


sell the battery your customers 


know is fresh-Delco Dry Charge 


eeeeeeveoeoeeeoeoes 


It’s easy to tame a customer with a chip on his shoulder. Show 
him how you stock Delco Dry Charge batteries. Bone dry! 
This is why Delco Dry Charge batteries can’t get old before 
they're sold! 


Next, pour in the electrolyte. Tell your customer that this 
releases all the raring-to-go, factory-fresh power—that he 
won't even have to wait for a booster charge, because Delco ook RUBBER SEPAB RUBBER CASI 
Dry Charge batteries don't need it. 2 ea) 

Another way to calm down a hot-under-the-collar customer is feat 7 L C 0 
to show him Delco’s long-life warranties. Tell him they're et ORIGINAL EQUIPMENT LINE 


backed by Delco and General Motors, and that they are 
good all over the United States and in Canada, too. oe a ail 


MOTOR 


Delco Dry Charge batteries come in all sizes, prices and 
capacities—and they're quality-built to please even the most 
demanding customer. 


ON TV... Award winning "Wide Wide World” on NBC Network. 
TUNE IN ON RADIO . . . Lowell Thomas Newscast on CBS Network. 


distributed nationally by See local listings for time and station. 


GENERAL MOTORS LEADS THE WAY--STARTING WITH DELCO BATTERIES 
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Sterling: “Service centers are inevitable” 


(Story begins on page 130) 

first ten days of January. In the largest discount station 
alone, there was a 25,000-gal. increase from September 
to January. 

Goetz’ Goal—When the program was kicked off, Los 
Angeles general retail marketing manager Francis Goetz 
set himself a goal of $20,000 monthly sales per station 
for the merchandise program. He figured it would take 
at least a year to get there. 

The initial success of the program has convinced Goetz 
of two things—it won't take so long to reach a satisfactory 
volume, and at $15,000, profits will be enough to keep 
Sunset officials smiling. For the smaller discount stations, 
Goetz thinks $10,000 a good solid figure. Sales are already 
roughly half that amount at most stations. 

The rapid growth of the merchandise program has 
changed one other Sunset philosophy. In the beginning, 
both Goetz and Sterling considered gasoline and merchan- 
dise sales a complete package, They were willing to settle 
for a profit on the combined operation, and take a slight 
loss on one or the other. 

Now, they’re looking for a healthy return from both 
operations. After a time, says Goetz, Sunset may even 
separate the operations and run the discount end as an 
independent business. This prospect is all the more tempt- 
ing since stations without discount stores have suffered 
no fall-off in gallonage. 


How the Plan Began 


The company formerly had a premium plan taken over 
from its Craig stations in San Francisco. For each five 
gallons of gasoline purchased, a customer received two 
5¢ premium coupons, redeemable in product or merchan- 
dise. The effect was a 2¢ gal. cash discount. 

Merchandise offered under the premium plan was also 
priced under retail. The mark-up was just high enough 
to cover Sunset’s costs. (There are still some coupons 
around from the old program; Sunset plans to honor them.) 

According to Goetz, the decision to drop the premium 
plan came before the discount operation. Under the old 
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“... and they'll help keep stations profitable” 


program, “marketing was fast becoming strictly a pricing 
situation.” Sunset felt that “competition strictly through 
pricing was an unhealthy thing”, so they ended the pro- 
gram. 

Sterling’s New Idea—The end of the premium program 
seemed a good time to try out a pet idea of Sterling’s: 
discount selling of non-oil merchandise. At least it was 
a chance to hold on to customers attracted by the pre- 
mium coupons. 

The first result, paradoxically enough, was a drop of 
2¢ on the price of gasoline at the pump. Sunset now 
meets independent competition on the nose. 

The idea quickly moved from a trial run into a proven 
program. One factor in its quick success, marketers say, 
are the facilities left over from the premium plan. Sun- 
set not only had room in some stations for merchan- 
dise; it also had personnel to service the stores and whole- 
sale contacts to draw upon. 

No Expansion Yet—Goetz says there will be no need 
to expand stations in the near future. And before Sunset 
builds additional discount outlets, it can use the two 
central warehouses to sell goods. 

Nonetheless, the company will restrict the program to 
salaried stories. It will not be available for lessee dealers 
in the chain. One of the big reasons: Sunset wants its 
sales personnel to be well trained in retail techniques. No 
new store help will be added, but the company is con- 
tracting with an outside firm for sales training for store 
staffs. 

As Goetz puts it, “There is a definite shift in emphasis 
from the coupons to discount operations. In the premium 
store, you’re servicing; in the discount store, you’re selling.” 
Sunset wants that selling to be aggressive. 


Sunset’s Philosophy 


“The service center,” says Sterling, “is an inevitable 
development—not as a means for independents to compete 
with majors, but inevitable for majors, too.” As the small 
corner grocery store has given way to the supermarket, 
(Continued on page 134) 
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“It may be necessary for Sunset... but it’s not necessary or 
even advisable for the majors,” says a big-company executive 


(Story begins on page 130) 

he continues, so the small gasoline station will give way 
to an outlet that can satisfy a variety of needs in one 
easy operation. 

Sterling also believes this development will be neces- 
sary to keep service stations profitable. “There’s a limit 
to what you can charge the public for gasoline, and gas- 
oline selling will become less and less profitable.” 

Sharp Marketer—Los Angeles basin marketers appraise 
Sterling as a shrewd promoter and keen operator. At one 
oil men’s dinner he was parodied as the “King of the 
Marketers.” But even those who hold him in high 
regard are stopped dead by the idea of discount stores. 
They say the stores are “gimmicky” and “probably 
booby-trapped with headaches.” 

Sterling shrugs off this criticism and points to rising 
gallonage as evidence of the soundness of his idea. For 
Sterling, the program that began as a means to lick a nasty 
price situation is now proving a profit-maker in its own 
right. 

More Worlds to Conquer—Sterling says he intends to 
branch out to nearly every conceivable kind of merchan- 
dise. Eventually, he expects to market a full line of 
appliances, maybe even food. (Cigarettes are currently 
one of Sunset’s hottest items.) 

The problem of servicing appliances, which plagues 
many discount houses today, is not worrying Sterling. He 
says that established appliance dealers often contract 
service with outside firms. He plans to follow that lead. 

When Sunset decides to separate the two ends of its 
operation, it will probably hire special personnel with a 
background in retail to handle the discount houses. The 
stores will remain attached to service stations, but will be 
managed independently. 


Marketers’ Reactions 


Merchandising managers of most major companies dis- 
agree with Sterling’s view that service station stores are 


inevitable for majors as well as independents. 

They say the “one-stop” idea is basically sound. But 
their approach is to take advantage of existing shopping 
centers, where consumers can literally make one stop for 
all their needs. They also say that the only feasible “one- 
stop” service station is one that carries a complete line 
of automotive products. This would be “one-stop” for all 
car needs. 

A Shell Oil Co. marketing executive says, “The park- 
ing problem would be overwhelming. To start this kind 
of operation, you have to have big property. It’s just not 
practical for ordinary service stations.” 

Many marketers agree with the oil man who says “it 
would take one hell of an investment” but a Cities Service 
executive claims “investment is no problem. We're already 
spending what might be considered excessive sums on new 
stations, The real problem is the return on your invest- 
ment. We don’t think the income would justify the ex- 
pense.” 

This same executive brings up the chief critical 
objection of most majors to the Sunset scheme. “Sunset 
is in the business primarily as marketers,” he says. “But 
majors are in the business as producers and marketers 
of petroleum products. For them to undertake this kind 
of project would dilute their total sales effort.” 

Another marketer agrees and says, “It may be neces- 
sary, for Sunset to do this to gain additonal revenue. 
But it’s not necessary or even advisable for the majors.” 

Sterling is determined to go ahead despite the criticism. 
He expects his merchandising to become a big part of 
his over-all operation, which now includes 270 service 
stations in two western states—California and Arizona. 
Most Sunset stations are high-gallonage operations on or 
near major highways. In the past year, over-all gallonage 
has nearly doubled. 

Sterling and Goetz expect to see this growth rate rise 
even more sharply through the discount program. As 
Goetz puts it, “We’ve seen the prospect for one hell of 
a business here.” Sunset isn’t likely to let it go. 
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Thanks to the peacetime atom, the vital heart of the 

Dunlop tire is strengthened through application of 

AccuRay®...a revolutionary precision nucleonic process. 
On cooler running AccuRated tires, 
THEM is more perfectly balanced to bring 
you new stability, control and comfort 


& on super highways or rugged by-ways. 

Through AccuRay’s precise nucle- 
onic action, an exact amount of pro- 
tective rubber is uniformly applied to 
every cord ply. This eliminates two 
major causes of premature tire failure; 
the dangerous es build-up caused 
by excessive ply-rubber coating and 
the equally critical ply separation and 





you get many extra miles of safer driv- 
ing. at’s more, every Jeger 4 tire 


®@ Atomic Energy and Highway 
Safety are the two big headliners 
in the news... 


@ Dunlop combines them both 
in today’s most exciting tire sales 
story... 


@ Capturing the attention and 
interest of millions of motorists... 


@ Directing them to Dunlop 
Dealers for the complete story... 


@ The result: More traffic — the 
life blood of any retail business 
— more prospects, more sales and 
more profits for dealers merchan- 
dising Dunlop products. 


shearing action between plies result- 
ing when rubber coatings are too thin. 


For your own protection, get a 
matched set of Dunlop Accu- 
Rated tires...in Nylon or Super 
Hi-Test Rayon. See the complete 


line at your Dunlop dealer’s. 


Dunlop's AccuRay Process — Electrons, emitted 
from an Atomic Isotope, scan sheets of coated tire 
cord, controlling uniform application of select insu- 
lating rubber within precise tolerances of + .001 inch. 


‘YOU'LL GO FARTHER...SAFER ON TIRES BY 


DUNLOP 


THEY'RE AccuRated® 
DUNLOP TIRE AND RUBBER CORPORATION, BUFFALO 5, N.Y. 


SEE THE MAN 
FROM DUNLOP’ 
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Atlantic’s first-prize panorama pleases judges and motorists alike. How about you... 


Do Your Billboards Have Sell? 


There’s no formula for producing 
good billboards. These three 
prize winners are all different 


This Boron “zoom” motif copped 
Sohio eye-catcher took third place 


This fanciful treatment won second in the local contest 
for the Oil Heat Council of Newark, N. J. 


HOW DO YOU BUILD a billboard campaign that 
sells gasoline and keeps its popular appeal for years? 

Outdoor admen and art critics seem to think At- 
lantic Refining Co. has one answer. For the sixth year 
in a row, one of Atlantic’s scenic vista billboard series 
will receive a major award in the annual outdoor 
advertising art competition. 

The winning touch is a combination of natural or 
historic scenes with a soft-sell tag line (see picture 
above). This year, a cool mountain vista takes first 
prize in the gasoline and oils classification of the 
contest. 

The Art Directors Club of Chicago, sponsor of the 
annual contest, is giving a double award to Standard 
Oil Co. of Ohio. Two pixyish Boron posters get the 
nod for second and third place in the gasoline cate- 
gory. 

After the presentation of awards in Chicago this 
month, all three posters will be included in the “100 
Best Posters of 1956”, an annual publication of Out- 
door Advertising Inc., national sales arm for the 
medium. 

Oil scored well too, in a nationwide local outdoor 
advertising contest sponsored by the Outdoor Ad- 
vertising Association of America. The Oil Heat Coun- 
cil of Newark, N. J. hauled down a second place 
award for its cartoon (left) plugging oil heat. 

Oil’s prizewinning posters in this year’s contest 
have no common element. The Atlantic billboard 
is strictly soft-sell—and there’s a community service 
tie-in because of the thousands of reprints supplied 
each year. The Sohio theme is the hard sell, power- 
zoom motif, brightened by a cartoon touch (left). 
The oil heat poster is an industry good will effort with 
no specific brand to sell. 

But all the posters are eye-stoppers that catch 
motorists’ attention as they whiz by. Are yours? @ 
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Explosive concentrations of flammable vapors or gases may be present only 
in the immediate vicinity of processing or distribution equipment . . . or they 
may extend into far wider areas. 


The National Electrical Code defines certain areas as Class I hazardous 
locations where explosion-proof electrical apparatus is mandatory. But it 
takes a specialist to be completely sure that questionable areas have ample 
protection. 






Let our Product Engineers help you. To be sure that your electrical 








i : : ‘ ‘ This New Crouse-Hinds 
equipment conforms to Code requirements in every necessary location, call 
one of the offices listed below. An experienced Crouse-Hinds product engi- H. f:| Z AR 1) Fi hi | 
neer will be glad to look over new plans or present plant without obligation. In od ¢ 
\ Choose from Thousands of Products. Crouse-Hinds — and eee Me hidden 
only Crouse-Hinds — makes a broad selection of U.L.-approved probabilities of electrically- 
electrical equipment for every Class and Group defined by the ignited explosions in ANY 


National Electrical Code. Just a few are shown here. 


an § CROUSE-<. ‘Ns _ 


Plugs & Receptac 
Explosion-Proof Main Office and Factory: Syracuse, — Y. " ? Nat 
Meter Controls Crouse-Hinds Company of Canada, Ltd.: Toronto. Ont, 


Explosion-Proof 
Switches alepaciaelelti-Mmelaclen 


Ofiese: Baten Rouge Birmingham Boston Buliclo Chicage Cincinnati Cleveland CorpusChristi Dallas Denver Detroit Houston Indianapolis KensasCity Los Angeles 
New Orleons New York Philadelphia Pittsburgh Portland, Ore. SaltlakeCity St.Louis St Paul SanFrancisco Secttle Tulsa Washington RESIDENT REPRESENTA- 
Aflenta Baltimore Charlotte Chattanooga: Jacksonville Reading, Pa Richmond. Va. Shreveport Crouse Hinde Company of Canada, Lid., Toronto, Ont. 
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Cool Cars Can Mean Hot Sales 


LOOKING FOR a new sideline for 
your dealers? 

Dallas, Texas service stations are 
selling automobile air-conditioners and 
cashing in royally on them. 

A really sharp station, dealers say, 
can sell up to 100 air-conditioners a 
season and make an average profit of 
$50 per unit sale—even more if the 
dealer wants to do the installation and 
service work himself. 

Last year, 15 Dallas stations han- 
dled the air-conditioners. This year, 
20 more are making plans to pick up 
the sideline. One air-conditoner dis- 
tributor who had two station accounts 
last year, expects to have about 25 
this year. 

Jobbers like the idea, too. They say 
air-conditioner sales not only give 
dealers extra income, but help tie cus- 
tomers more closely to stations for 
service and accessory work. 

Where It Pays—The hot, bone-dry 
air of Dallas provides a ready-made 
market for the machines. But some 
marketing executives say the sideline 
could be profitable almost anywhere 
in the country. They think more and 
more dealers will begin to sell them. 

One Dallas dealer, Lewis F. Nelson, 
sold 40 conditioners last year. He ex- 
pects that number to go up to 100 
this year. 

Nelson pays $238 for the units 
and resells them for $288. He also 


Dual Medium —Tv commercials will plug outdoor ads in a new spot series for 
Signal Oil Co. Animated puppets bounce by Signal’s billboards to draw attention 
gn in the company’s history (NPN—Feb ’57, pii?). 


to the biggest outdoor c 


does installation work at his station 
for $50 more. On a volume of 100 
units, Nelson expects to net $8,000 
profit. 

But the extra income is only a part 
of the story. Nelson reports that more 
customers are attracted to his station 
by the sideline. His gallonage has in- 
creased since he began selling air- 
conditioners. 

For about $300 a year, Nelson ad- 
vertises the air-conditioners in radio 
spot announcements. The spots are 
aired during commuting hours when 
most people are in cars—and are 
likely to be more receptive to the ad 
pitch. The messages run for two weeks 
a month, three months of the year. 

Nelson says the best ads. though, 
are signs in front of his station They 
catch sweltering motorists at the peak 
of their frustration. For each unit 
sold, Nelson gives a $10 bonus to his 
employes. 

Putting Them in—To install the 
units, Nelson bought a set of gauges 
for $15, a %-in. drill, and a hole 
saw. The only other equipment needed 
he says, is an ordinary set of mechan- 
ic’s tools. A good mechanic can 
be trained to install the units in two 
or three days. Installation time is 
usually about half a day. 

One Dallas dealer who sold 20 units 
last year sees air-conditioner sales as 
an extension of the “one-stop” service 





campai, 
Theme of the commercials is “friendly service” and “that good, good gasoline”— 


in jingle form 
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idea. He says his customers are tied 
more closely to his repair shop since 
he initiated the sideline. 

But another dealer is making hay 
even without installing units himself. 
He sold 75 last year, all of which 
were installed by the manufacturer. 

Jobbers in the Dallas area say air- 
conditioners are a good sideline for 
stations. Not many jobbers have taken 
the initiative to introduce air-condi- 
tioners to their dealers but several say 
they’re planning to encourage the 
sideline this year. 

You Need Good Men—The only 
possible problem, they say, is getting 
the right kind of mechanics to install 
the units. But if a dealer has a good 
man in his station, or if he can arrange 
for a manufacturer to install his own 
units, it’s all gravy from there on. @ 


Tall Man in Tulsa — p-x Sunray 
claims this five-story plywood giant is 
the world’s largest station attendant. 
Big hand, below, will point to. 75,000- 
b/d D-X refinery off U.S. 66 in Tulsa 
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Just as alert police officers guard the safety and well-being of your 
community —J&L Steel Containers protect your products by providing 
dependable packaging that assures safety in transportation and storage. 
Their precise fabrication assures accuracy in all fittings and closures. 
J&L drums and pails are chemically cleaned and dried by the JaLizing 
process. This assures a clean and dry, rust-inhibiting surface and increases 
the adherence and durability of decoration and interior lining. 

Special protective interior linings are available to provide the best possible 
packaging for your products. 

Jal-Coat, J&L’s lithographing process, applies your trademark and sales 
message to the finished container . . . 0 side seam touch-up is ever required. 


Plants located at Atlanta, Ga.; Bayonne, N. J.; Cleveland, Ohio; Kansas City, Kansas; 
Lancaster, Pa.; New Orleans, La.; Philadelphia, Pa.; Port Arthur, Texas; and Toledo, Ohio. 


Jal-Coat, J&L's exclusive color 
lithographing process, adds sales 
appeal to your products. 


~ 


CONTAINER DIVISION 


408 LEXINGTON AVE., NEW YORK 17.N.Y. 
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How Are Your Stations Doing? 


Here's a cheap, easy way to find out — a “do-it-yourself” 
market research plan. Any marketer can use it, and it won't 
cost more than $25 per station 


H OW LARGE are your stations’ trad- 

ing areas? Are your dealers 
drawing all the customers they can? 

Oil marketers who want the an- 
swers to these two questions — and 
others—can get them with a simple 
program developed by Continental Oil 
Co. researchers. 

The whole program should cost less 
than $25 per station. Besides showing 
how many customers a station gets 
and where they come from, Conoco’s 
flexible, easy plan will: 

e Show where the station is strong- 
est and weakest in its trading area. 

e Provide an up-to-date customer 


e Show when busy and _ slack 
periods occur each day of the week. 

e Build customer good will. 

e Help boost service business. 

You need only four materials for 
“do-it-yourself” research: a fairly 
cheap (under $25) home appliance; a 
supply of city maps; small (4x5) 
cards for customers to fill out; co- 
operative dealers and attendants. 

The appliance is a giveaway prize, 
and the key to the whole project. Un- 
less you pick one that customers will 
want, the program may flop. But items 
like electric ice cream freezers or elec- 
tric skillets (which Conoco used in its 
own program) can be purchased in 
lots for less than $25 each, and they're 
attractive to most customers. 


lt Works This Way 

Each station gets a city map; the 
jobber or agent keeps a master map. 
Cards are typed or printed with space 
for customers to write their names, ad- 
dresses and phone numbers. You ex- 
plain to your dealers what the program 
is designed to do, point out that it 
won't cost anything but a little effort, 
and you're off. 

There should be no advertising with 
the program—it would draw “pro- 
fessional contestants” who wouldn’t 
normally trade at the station. How- 
ever, a small sign—plus the prize—can 
be displayed at the stations. 


Take a Card—When a customer en- 
ters the station, the operator or attend- 
ant explains the station is giving away 
the prize, and asks the customer to fill 
out the registration card at no obliga- 
tion. A good tagline here is, “We are 
letting all of our customers have a 
chance on this prize as a token of 
appreciation for their business.” Some 
may not buy this, but most will. For 
those who refuse to participate, it’s 
easy to note their license numbers 
for later checking purposes to insure as 
much accuracy in the research as pos- 
sible. 

Station personnel, as they receive 
the registration cards back from the 
customers, can note the time and date 
the card is filled out. 

For a good study, the program 
should be carried out for at least an 
eight-day period. Chances are most 
motorists will visit a station at least 
once every eight days, so most of the 
station’s “regular”. customers will be 
caught. It’s probably best to start the 
program on a Saturday and end on a 
Saturday. On the final day of the sur- 
vey, the drawing for the prize is held 
and the winning customer notified. 
The marketer and dealer then can go 
to work with the information they 
have accumulated. 

Here’s the Area—Through the ad- 
dresses on the cards the dealer can note 
on his map just where his customers 
live by marking a small colored dot 
for each address. When this is finished, 
he can see at a glance just how wide 
the station’s trading area is and where 
the bulk of its customers come from. 
This information can be transferred to 
a master map, where the jobber or 
agent records the data for all of his 
stations. 

The ext step would be to print or 
type up customer lists for each dealer 
and a master customer list for the 
jobber or agent. If the cards are filled 
out properly with names, addresses 
and telephone numbers, the lists 
should be very complete. 

The data on the maps should re- 
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veal a lot to the dealer and the mar- 
keter. There may be, for instance, cer- 
tain residential blocks within the main 
trading area where the station isn’t 
drawing enough customers. The deal- 
er can then start concentrating on 
those areas. He can devote less time 
to the blocks where he is really strong. 

Time Study—tThe registration cards 
also reveal the station’s heavy and 
slack periods. Perhaps the slack per- 
iod times can be used for personal or 
telephone calls to build up the weak 
areas in the station’s territory. Or, by 
using the complete customer list, serv- 
ice business can be solicited. 

Mapping out each station’s true 
sales area can pay off in more ways 
than in just showing the dealer his 
weak spots. It can also save money for 
the marketer or dealer who conducts 
mail campaigns. If the survey shows 
a station’s area is limited to a certain 
territory, there isn’t much use wast- 
ing promotional material and stamps 
in outlying areas where few returns 
can be expected. 

Actually, other factors—such as 
competitive stations—have to be con- 
sidered when trying to figure out just 
what a station’s potential should be 
after conducting “do-it-yourself” re- 
search. But at least the jobber or dealer 
has some concrete information to start 
with. 


Developing the Program 
Conoco conducted the program in 
20 of its stations in Houston as a 
pilot test. 
Here’s how the company figured 
the costs per station: 
Gift item (electric skillet) $15 
Window signs 5 
Registration cards 5 
TOTAL $25 


In the final analysis, the company’s 
cost per station went up because of the 
extra customer lists. But Conoco in- 
tends to offer the plan to its various 
regional and marketing divisions now, 
since the pilot test turned out so well. @ 
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THE GILBARCO ROTO-PRIME 
CUTS MAINTENANCE, BUILDS PROFITS 


Before you buy any pump, check these 
important features. You'll find no 

other pump can compare! 

© Positive self-priming on suction lifts 

© Self-evacuating against discharge pressure 
© Efficient volute design 


© No gear reductions; operation at standard 
motor speed 


®@ No air reservoirs or relief valves 


© Designed for outdoor use without secondary 
covering 


® Mechanical type seal for trouble-free 
operation 
® Motor oil lubricated; minimum maintenance 


® Ball-bearing equipped for long wear and 
smooth, quiet operation 


® Dynamically balanced impellers 
Write today for catalog and full information: 


Self-priming and lubricated with ordinary motor oil, 
the Roto-Prime cuts maintenance problems to a mini- 
mum. And the great versatility of this pump often 
makes possible 30% to 50% savings in equipment costs, 
savings you'll find registered in your profit column! 
With a capacity range of 50 to 1500 G.P.M. and heads 
up 160 feet, the Roto-Prime is the only pump designed 
exclusively for petroleum handling jobs. 


HOW THE AUTOMATIC VARIABLE-CAPACITY PRIMING PUMP OPERATES 


Neutral—When al! dir and 
vapor are removed, liquid 
pressure equalizes spring 


Full Priming — With 
air or vapor in the 


Partial Priming — As 
the pump evacuates 


lines, pressure of air and vapor from 


spring on top of the 
movable slide holds 
the priming pump 
in full pumping po- 
sition. 


the lines, liquid pres- 
sure builds up on the 
underside of the slide, 
moving it upward to- 
ward neutral. 


pressure and the pump au- 
tomatically slides into neu- 
tral . . . where it remains 
until air and vapor again 
appear in the system. 
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Fuel Oil 


How ‘Personalized Credit’ Pays Off 


e Treating each slow-paying account individually, this heating oil 
jobber prospers with a firm-but-gentle collection policy 


e The key is a woman representative hired especially to police 
slow payers. She's the firm's “good-will ambassador’ 


e The payoff: slow accounts pay up, even point the way to new 
business. Over 100 accounts a year come in this way 


“WE DON’T USE a slide rule—as 
many do—to find out if we should con- 
tinue serving an account that is past 
due,” says Irvin A. Shiner, vice pres- 
ident of Connecticut Refining Co. 
“When you get that impersonal, you 
are going to lose out.” 

In actual practice, Shiner’s policy is 
anything but impersonal. Backward 
accounts get a series of friendly re- 
minders, finally receive a visit from a 
special woman representative ready to 
examine credit problems on an individ- 
ual basis. 

And the West Haven, Conn., heating 
oil jobber isn’t losing out—far from it. 
“By taking the time and trouble to 
make personal calls,” says Shiner, “we 
get the account straightened out, get 
our money and still keep the account 
on our books.” 

That’s not all. Grateful home-owners 
often tip off the company’s special re- 
presentative to new accounts in the 
locality. She brings in over 100 that 
way each year. And the policy builds 
prestige for the company. “It’s better 
than any paid advertising we could 
use,” says Shiner. 


How It’s Done 

The special representative is the key 
person in the system. The point of her 
calls is not to make collections, but to 
find out what's keeping the account 
from paying. “We call her our good- 
will ambassador,” Shiner explains. 
“She either helps put the account on 
some sort of paying footing, or reports 
the whole situation to the credit de- 
partment, which carries on from 
there.” 

The “ambassador” goes to work 
whenever accounts 30-days past due 
fail to reply to a series of three notices 
sent out the month after the accounts 
become past due. If she has no luck 
finding anyone home, the company 
sends out a fourth notice (1) telling the 
account that records show he’ll need 


oil soon, (2) asking if anything is 
wrong and (3) advising the account to 
call the office “so that we can continue 
to keep your tank filled.” It implies 
that no more deliveries will be made 
unless the account calls. 

But in most cases someone is home. 
It’s usually the woman of the house, 
and that gives the special representa- 
tive a chance to get in some woman-to- 
woman chitchat to find out what the 
trouble is. If there’s something wrong 
with the bill or the service she'll relay 
the information to the proper depart- 
ment, return later with an adjustment 
or explanation and pick up the pay- 
ment. 

Taking Action—lIf it’s plain forget- 
fulness or if the money for paying the 
bill has been spent for other uses, the 
company’s good-will emissary tactfully 
suggests a lump-sum payment or a se- 
ries of weekly or monthly payments— 
$5-$10 on a weekly basis—to get the 
account current. 

How payment is to be made—by 
mail or to the company representative 
— is up to the account. But accounts 
generally prefer to pay the representa- 
tive. Shiner says she has about 75 ac- 
counts she visits once a month to pick 
up money. 

This takes extra time and may slow 
down visiting others, but Connecticut 
Refining has no objection—mainly 
because these visits continue to stress 
the personal side of the company’s 
credit operation. 

The calls also enable the representa- 
tive to become better acquainted with 
the account, to learn more about its 
spending habits and thus keep the com- 
pany up-to-date from that angle. 

Tip From a Friend—“Many times,” 
Shiner points out, “the account is so 
grateful for the way we have handled 
the credit situation that she will let our 
woman know what’s going on in her 
neighborhood in the way of new busi- 
ness.” The company says its represent- 
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ative turns in more than 100 new ac- 
counts each year as a result of such 
calls. That alone, Shiner maintains, 
makes the special representative worth 
while. 

Connecticut Refining uses a woman 
for personal calls in its main market— 
New Haven and West Haven—and 
company salesmen in its New Britain 
ind Hartford markets. 

But it prefers a female for the job. 
“A man making house calls in the day- 
time looks too much like a door-to- 
door salesman and women won’t open 
their doors to him,” Shiner explains. 
He plans to swing over to women for 
the other markets as soon as it’s eco- 
nomically possible. 

Personnel-wise — Connecticut Re- 
fining has been following this personal- 
call policy for the past eight years. 
Two women have held the job. Its first 
representative moved up to become the 
company’s credit manager about four 
years ago. The present job-holder is a 
widow in her forties who’s had some 
credit background (she helped her hus- 
band run his coal business). 

She’s on the road 5% days a week, 
s paid a straight salary and is furnished 
gas and oil for her car. She reports in 
person to the office around 4:30 p.m. 
weekdays to turn in her collections and 
pick up names and addresses of new 
accounts the company wants checked. 


How lt Works Out 

With an increase in the number of 
accounts and an average 9.5% boost 
in dollar sales for each of the past four 
years, Connecticut Refining has had no 
comparable increase in the number of 
past-due accounts. 

“We are getting a better turnover of 
accounts receivable,” Shiner says, “and 
a lot of it is due to the personal 
approach on credit.” 

Currently, the company’s represent- 
ative is working on a list of less than 

(Continued on page 144) 
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All-metal...for longest life 


and dependable performance 


Bennett’s time-tested, 
lever-action 1008G has 
set the standard for rug- 
gedness and dependabil- 
ity in transfer pumps. 
Sturdy all-metal body 
construction resists 
rough treatment and 
abuse in a way no com- 
position material can. 
Automotive-type piston 
and ring — with no dia- 
phragm to rupture—pro- 
duce utmost reliability 
under extreme conditions 
of operations. 









































Easy,naturallever-action 
delivers 10 gallons per 
minute—1 quart per 
stroke. Vacuum breaker 
permits complete hose 
drainage and prevents 
siphoning. Never needs 
priming— no foot valve 
required. 





JOHN Woop COMPANY 


Bennett Pump Division ¢ Muskegon. Michigan 


Bennett *°8 transfer pump 
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Fuel Oil 


(Continued from page 143) 


100 past-due accounts. 

Safeguards — Connecticut Refining 
does its best to keep past-due accounts 
and poor-credit risks down to a mini- 
mum. Like many other oil companies, 
it has a policy of COD on all deliveries 
until credit is established. Credit appli- 
cations are filled out by new accounts 
and references are then checked with 
local credit bureaus—one in New 
Haven and another in Hartford. Then 
time-credit limits, usually 30 or 60 
days, are set up for each account. 

The company tried to put a dollars- 
and-cents limit on credit in addition to 
a time limit, but it found this imprac- 
tical. Too-frequent oil price changes 
gave the credit department too much 
extra work in checking all account 
cards and in figuring out new mone- 

It attempted to sell budget plans to 
past-due accounts. But because these 
plans start in July, it wasn’t conven- 
ient to add new budget payers during 
the heating season. The company also 
tried putting past-due amounts on bud- 
get plans that start in July. But then it 
was waiting too long for its money— 
“and if accounts aren’t paying, the 
budget plan doesn’t help,” says Miss 
Phyllis Williams, credit department 
manager. 

Accounts that don’t respond to any 
treatment are dropped from Connec- 
ticut Refining’s books. About a year 
ago, the company went through all ac- 
counts and came up with 250 undesir- 
able acounts—about 5% of its total. 
They were either past-due accounts 
that were too far gone—further action 
by the credit department would be a 
waste of time—or accounts who could 
pay promptly, but for various reasons 
didn’t. 

They owed about $3,500, according 
to James Creamer, president. A col- 
lection agency went to work on these 
accounts and between 65%-70% of 
the money has been recovered. ® 


Thermostats on Film 


Want your servicemen to know all 
about thermostats? 

If you do, Oil-Heat Institute’s 
distribution division can help you. 
Penn Controls Co. has added a 42- 
minute sound film strip to the divi- 
sion’s film library, and it’s available 
to you or your trade group on a 
rental or purchase basis. 

Another new strip deals with the 


Sener cer een 06 &t et Se 
heating equipment men. 


IN CANADA: JOHN WOOD Company LIMITED ° Toronto « Montreal * Winnipeg * Vancouver 
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THIS 


NEEDS OUR 


ATTENTION, NOWL 


In 1956 rear-light deficiencies 
alone led all other causes 

for car inspection failure — 
and faulty headlamps 
weren’t far behind! 


These are the results of voluntary examinations of 
more than two million cars conducted during 
Safety Check Month last May by the Inter-Indus- 
try Highway Safety Committee . . . And these find- 
ings closely parallel those of states which have manda- 
tory inspections. 


The fact of the matter is that every driver turned 
down is somebody's customer—yours or mine! 
We're in a position to remedy this situation . . . a 
serious one because it’s dangerous to drive at 
night—even within legal speed limits—with any- 


There’s a 
Tung-Sol product 
for every automotive 
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FAULTY LIGHTING INCREASES 
1954...31.6% — 1955...34.3% 


1956...42.5% 


Source: Inter-Industry Highway Safety Committee 


thing short of perfectly functioning headlamps 
and complete tail-light protection! 


MAY IS SAFETY CHECK MONTH 
Let's check lights in May and 


= ae 
WEMICLE SAPETY-CHECK 
every other month 


Here's what we can do to make sure our customers’ lights are 
in perfect working condition: 


1. Check lights at every opportunity—at pump islands, during 
lubrication, washing. 


2. Feature “Complete Lighting Service’ at a// times. 
3. Make lighting checks “must” items in all changeover specials. 


There’s both Volume and Profit 
in Lighting Service! 


Tung-Sol has the products and the program to help you get your 
share! Just ask your Tung-Sol supplier for the lighting service 
and sales aids. 


STUNG-SOL 


VISION-AID HEADLAMPS 


MINIATURE LAMPS - SIGNAL FLASHERS 
TUNG-SOL ELECTRIC INC., Newark 4, M. J. Sales Offices: Atlanta, Ga., 


Columbus, Ohio, Culver City, Calif., Dallas, Texas, Denver, Colo. 


Detroi 
Mich., | .N. Melrose Park, Il., N os i 
= oh ae J.M Moscedl P’Q. ewark, N.J Philsdeiphes, Pe 


? 





Here Are Seven New Surveys 


They show nip-and-tuck battling between 
oil and gas, with oil slightly ahead 


HE LATEST seven reports show that in two 

southern areas and one eastern area, oil leads 
other fuels in total units in use and in numerical 
growth. Gas is first on both counts in one more 
southern area, one more eastern area and a mid- 
western area. In another midwestern area, gas 
leads in units in use but oil shows greater 
numerical growth. 

Other highlights of the OHMR findings: 

e@ The Minneapolis-St. Paul market report is 
the first OHMR survey that points up liquefied 
petroleum gas as a factor in the home heating 
market. Although the number of LPG-fueled 
heating systems is small compared to the oil units, 
LPG’s rate of growth is greater than that of oil. 

@ Where a large percentage of oil companies 
sell heating equipment, they also do a lion’s share 
of the installation and burner service work. The 
reverse is true when non-oil outfits handle the 
bulk of sales and installation. This generally fol- 
lows the trend of other OHMR surveys. 

@ Where oil companies hold the upper hand 
in heating equipment sales and service, the per- 
centage of burners checked on an annual basis 
is greater than the percentage in areas where 
non-oil companies are first in sales and installa- 
tion. This has not been the case in other OHMR 
surveys. 

@ Fuel distribution at retail by major oil com- 
panies in five markets falls below the 15% they 
generally are credited with. In two areas, the 
percentage of the market they control comes close 
to the less than 1% reported previously for Fall 
River, Mass. 

Previous OHMR reports were published by 
NPN in Sept. 55 (p100), Dec. ’55 (p88) and 
March °56 (p108). 


Data copyrighted by Oil Heating Market Reports, New York 
City, and used with special permission. 


4Central-heating units only. 

“Includes space heaters, floor furnaces, etc. 

‘Includes central heating and space units. 

*Add 13,900 LPG home-heat users; growth is 12,892 
since *50. 

*Includes small stores, multi-family houses and apartments. 

‘Used in some types of central-heating plants. 

'Non-oil companies charge $25 for parts-service policies; 
$15 for service-only policies. 
Retail oil prices have changed since surveys were made. 
To get present cost of oil per therm, divide current retail 
price by 1.40. 
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WHAT'S THE MARKET? 


NORTH 
CAROLINA 

Covers Cabarrus, 
Cleveland, Dur- 
ham-Orange, For- 
syth, Guilford, 
Mecklenburg, 
Rowan, Wake 
counties in Pied- 
mont area. 





Oil: Central-heat units 
Space heaters, etc. 
Growth 
Annual consumption: No. 2 
No. 1 
On automatic delivery 
Have full-tank signal 
Use budget plan 
: Central-heat units 
Space heaters, etc. 
Growth 
Central-heat unit 
Space heaters, etc. 
Decline 


WHO SUPPLIES THE MARKET? 


100,723 domestic 
65,388 since '50 
98 million gal. 
107 million gal. 
713% 

17% 

1% 

9,535 

3,240 in '55 
27,704 


No data 





Majors 
Independent suppliers 


WHO DISTRIBUTES THE FUEL? 


95% 
5% 





Majors 

Independent suppliers 
Distributors (Jobbers, retailers) 
—Have no bulk plant 

—Sell heating equipment 


WHO INSTALLS BURNERS? 


11% 


89% (140 co.) 
15% 
8% 





By majors, distributors 
By plumbers, etc. 
By special burner service co. 


WHO SERVICES BURNERS? 


5% 
87% 
8% 





By majors, distributors 
By plumbers, etc. 
By special burner service co. 


WHAT ABOUT SERVICE POLICIES? 


28% 
57% 
15% 





Burners checked yearly 
—Have service policies 
—Get annual overhaul, etc. 


WHAT DOES SERVICE COST? 


37% 
2% 
35% 





Parts-service policy 

Service-only policy 

Annual checkup, cleaning 

No policy-per call (oil co.) 
-per call (others) 


WHAT ABOUT FUEL COSTS? 


Not general 
$15 





Oil: avg. per therm 
Gas: avg. per therm 
Coal: avg. per therm 


WHAT ABOUT PROMOTION? 


10.2¢ @ 14.3¢ gal. 
12¢-13¢ 
5.9¢ (soft coal) 





Distributors who advertise 
—Budgeted per account 
—Spent per gross sales 
Cooperative Campaigns 


NATIONAL PETROLEUM 


65% 

No data 

No data 

Two counties had 
drives in ’55, State 
jobber association 
working on plans 
for larger-scale 
($60,000) push. 
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From Oil Heating Market Reports 


Greenville 
County, 
$. ¢c. 
Survey includes 
789-sq.-mi. area 
with 194,000 pop- 
ulation. 


Charleston, S. C. 
Includes area with- 
in 10-mi. radius of 
center of city. 


Minneapolis- 
St. Paul 
Covers Hennepin, 
Ramsey counties, 
with over 1-million 
pop. 


Omaha, Neb. 
Covers Douglas 
County, with pop 
ulation of 309,350. 


Syracuse, N. Y. 
Includes Onondaga 
County, a 792-sq.- 
mi. area. 


Pittsfield, Mass. 
Survey covers 30 
towns in Berkshire 
County. 








11,169 domestic 
2,000 in stores, 
etc. 
26,338 homes 
7,089 since 501 
18 million gal. 
21.3 million gal. 
41% 


6% 
24% 
6,5122 
6,092 since 502 
2,098 
12,852 
13,800 since 503 


6,700 domestic 
875 in stores, 


etc. 
19,800 homes 
6,610 since ‘50% 
7.5 million gal. 
12.7 million gal. 
713% 
Less than 1% 
6% 


14,0008 
10,730 since "50 
1,700 


985 since '50 


71,426 domestic 

9,500 in stores, 

etc. 

8,785 since ‘50 
125 million gal. 
53% 

15% 

16% 

115,1474 

60,139 since °50 
10,000 


63,376 since *50 


29,0005 


12,945 since ’50 
30 million gal. 
7 million gal.¢ 
58% 

1% 
22% 


30,000 


12,455 since *50 
13,400 


16,090 since '50 





100% 


100% 





69% 
31% 





22,422 domestic 
3,955 in stores, 
etc. 

12,662 since °50 

47.6 million gal. 


16% 

61% 

15% 
38,995 


27,683 since *50 
13,172 


23,280 since "50 


20,200 domestic 
1,200 in stores, 
etc. 


10,350 since "50 
42.7 million gal. 


85% 

58% 

27% 
3,000 
1,945 since °50 
6,000 


7,855 since °50 





77% 
23% 


100% 





88% 
12% 





4% 
96% (34 co.) 
27% 

9% 


8% 
92% 
29% 

1% 


28% 
19% 
53% 
26% 
11% 


19% 


81% 
5% 
56% 


6% 


28% 





16% 
59% 
25% 


15% 
51% 
34% 


46% 
38% 
16% 


22% 
28% 





29% 
48% 
23% 


22% 
33% 
45% 


11% 
40% 
49% 


87% 
6% 
1% 


66% 
17% 
17% 





32% 
1% 
25% 


55% 
14% 
41% 


44% 
9% 
35% 


88% 
6% 
82% 


64% 
33% 
31% 





$19.75 
$15 
$11 
$ 4.10 
$ 5.20 


Not general 
Not general 
No data 
$5.33 

$6.92 


$30 
$15 
$11 
$ 5.69 
$ 6.65 


Oil co. give free 
emergency, tune-up 
service. Parts are 
extra.? 
$4.50 


$30 
$14-$15 
$10 

$ 3.25 
$ 4.50 





10.4¢ @ 14.6¢ gal. 
12¢-13¢ 
6.5¢ (soft coal) 


10.8¢ @ 15.4¢ gal. 
Just under oil 
6.4¢ 


10.2¢ @ 14.3¢ gal. 
8.5¢-10¢ 
6.6¢-8.4¢ 


9.6¢ @ 13.4¢ gal. 
6.9¢ 
5.4¢-6.5¢ 


11.7¢ @ 16.4¢ gal. 
8¢ 
9.8¢ 


1l¢ @ 15.4¢ gal. 
13.7¢-14.6¢ 
8.7¢-10.7¢ 








40% 
$ 1.15 

2% 
Local oil men at 
work lining up in- 
dustry-wide  sup- 





Over 50% 

82¢ 

Up to 2% 

$3,800 spent by oil 
men in last two 
years. Gas active 
in giveaway pro- 
motion. 





20% 
$ 1.32 
2% 


None since °53 
when $1,500 was 
raised locally. Big 
program now in 
the works. 
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33% 

No data 

No data 

*55 campaign never 
got off ground. 
Now oil men talk 
of $10,000 push. 





29% 

90¢ 

Up to 1.75% 
Program being out- 
lined now to get 
suppliers, retailers 
interested. 





34% 

$3 

1.3% 

Only prior effort 
was in ’51. Oil men 
interested in spend- 
ing $15,000 this 
year. 
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1907 — The first electric lights for cars 


1955 — Globe introduces 


first mass-produced 


color-painted batteries 


The first electric lights for cars touched off a 
welcome evolution towards safer, more enjoyable 
motoring. In the same vein, Globe pioneering not 
only improved the performance of batteries but 
also their appearance. The latest Globe first is 
mass-producing color-painted batteries for greater 
merchandisability and eye appeal. 


In keeping with rigs mgt uali ye control standards, 
Globe uses special paints and spray painting 
operations. These are aor ag eo to assure proper set- 
ting . . . long-lasting eye appeal. 

Unmatched technical progress is only one of several 
Globe contributions to greater battery sales. Equally im- 
portant, Globe’s service includes modern battery mer- 
chandising — through dramatic color. Smart designs and 
vivid colors lift batteries from back-room stocks to promi- 
nent wall, counter and window displays that attract cus- 
tomers — build sales. 

Another milestone in power ~— another first for Globe. 


sPINNING POWER 


These color-painted batteries 


t\ represent merchandising 


at its best. They sell 


themselves! 





FOR FASTER, LOWER-COST DELIVERY! 
Globe’s sixteen plants are strategically located for fastest, 
lowest-cost shipments to all markets; thirteen (*) are 
producing creatively packaged dry-charged batteries. 


*ATLANTA, GA., *DALLAS, TEXAS, *EMPORIA, KANSAS, *HOUSTON, 
TEXAS, *LOUISVILLE, KY., “MEDFORD, MASS., *MEMPHIS, TENN., *MiL- 
WAUKEE, WIS., *MINERAL RIDGE, OHIO, *PHILADELPHIA, PA., *REIDS- 
VILLE, NO. CAROLINA, *SAN JOSE, CALIF., *HASTINGS-ON-HUDSON, N. Y., 
LOS ANGELES, CALIF., OREGON CITY, ORE., AJAX (ONTARIO) CANADA 


GLOBE-UNION INC. 


SPLIT-sECOND STARTING 


MILWAUKEE 1, WISCONSIN 


If it’s Petroleum-powered there’s a OAT Tag "ight from the start! 








Tires, Batteries, Accessories 


Mobile training units, run by managers like E. W. Gross (right), are Firestone’s method of . . . 


Taking Training to the Dealer 


@ This year Firestone expects to train 5,000 station dealers 
in complete TBA sales and service — not just tires 


@ Two more mobile units will be put in service, to help out 
the two already in the field and one in Canada 


@ This tire maker's plan to pep up oil TBA sales is booming. 
Here's the way it works — and why it works 


EVEN BEFORE the end of last year’s 
trial run, Firestone Tire and Rubber 
Co. realized its “trailer training” for 
station men had clicked. 

Over 2,200 operators and their 
employes visited the two pilot trailers 
—and made it clear that the mobile 
units were something they liked and 
needed. This year Firestone will add 
two more units in an effort to more 
than double the number of men it can 
train. 

Three reasons why the plan fits so 
well into the oil business: 

e@ Instead of tacking TBA on to 
the end of dealer meetings, as oil 


marketers usually must do, the trailer 
sessions concentrate on TBA only. 

e Training covers the whole TBA 
line, not just tires. That way dealers 
get the full TBA education marketers 
would like to give them. 

e The mobile units take the train- 
ing into the field, handy to the dealer. 

the Sessions— Although 
dealers like the sessions after they’ve 
tried them, getting full attendance 
on the day appointed is no easy job. 
It’s an old, familiar problem to oil 
men. 

At the start, Firestone salesmen 
lined up reservations for scheduled 
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trailer stops. Despite their best efforts 
the trailer might be at capacity (up to 
15) one night, then drop off to a half 
dozen another night. 

Firestone cured that with a rapid- 
fire mail promotion campaign. 
Sparked with a series of three teaser 
mailing cards, followed by two more 
cards and two folders, the campaign 
hits the dealers just prior to the 
schedule dates. 

Kicker at the tail end is a printed 
list of meeting dates, with a headline: 
“Reservations Accepted by Earliest 
Postmark.” A part of this folder is a 

(Continued on page 150) 
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**Plain ignorance and fear 


kill a lot of sales...” 


(Story begins on page 149) 

reply form with space for the dealer 
to check off the date he wants to 
attend, and to indicate how many 
chairs he wants to reserve for himself 
and his crew. 

Capacity houses were more often 
the rule after the mail campaign went 
into action. Among punch lines that 
appeal to dealers “Learn how to out- 
sell competition.” Another promises 
selling methods that “‘help you collect 
full price for your merchandise— 
and sell more of it!” 

The sense of urgency is reinforced 
by the printed list of 10 to 15 schedule 
dates in the area. Dealers apparently 
realize that is a big, well-organized 
program; that many dealers will take 
part; and that they might be missing 
something if they pass it up. 

This way the entire plan takes the 
burden of TBA training off the oil 
marketer’s hands. Firestone not only 
provides the mobile unit, with a 
trained man in charge, but gets the 
dealers into the training sessions as 
well. Once in a while some oil jobber 
handling the Firestone line will pro- 
vide a place for the mobil unit to 
park while conducting sessions for 
his dealers. But most of the time the 
trailers are located on the premises 
of Firestone retail stores. 

TBA All the Way—A key point 
in the program is the complete cover- 
age of the whole TBA line. Firestone 
emphasizes that the mobile unit ses- 
sions are not “. . just another series of 
routine dealer meetings where we 
talk up our own tires. Sure, we lead 
off with a plug for our company and 
our products, but the selling methods 
we demonstrate work with any 
brands.” 

They don’t claim anything revolu- 
tionary for the sales methods they 
suggest, or even the training technique. 
“We just tell the dealers about good, 
effective ways to test, inspect, check 
or otherwise uncover what the car 
owner needs,” says John Schlosser, 
assistant manager of the training de- 
partment. For example, they urge 
dealers to use a screwdriver to ex- 
plore all the holes in a tire tread, and 
to mark the damaged spots with chalk. 

Dealers are warned of the folly of 
matching prices until they know just 
what kind of tire they are bidding 
against. They get a basic education 
in tire swapping, and in marketing 
used tires. 


NATIONAL PETROLEUM NewS * April, 1957 





“Few realize just how important t : 
the used tire is today,” says G. M. 
Elliott, assistant manager of Firestone’s 
petroleum sales department. “If a 


dealer’s used tires are cleaned up, 


sorted and ticketed, you can be sure 

he’s making money on tires.” 
Adjusting claims is generally a All 

tough hurdle for most dealers. So 


dealers learn why an adjustment can 
always be a chance to sell the cus- P 
tomer something else he needs, and a) BY S 
how most adjustments can be made H y TE! | 
without loss to the dealer. 
Ways to spot other TBA needs are 
demonstrated. Use of the “electric 
hydrometer” or meter method of test- 
ing for a failing battery is explained. 
Easy-to-memorize phrases help fix 
the selling technique in dealers’ minds. 


For batteries it’s, “test to sell.” For 
fan belts, you “twist to sell”; radia- 
tor hose, “squeeze to sell.” 


For products like wax and polish, 
the best scheme is to pick one item 
each week for a special push. Put a 
can of wax in the customer’s hand. 
It always helps to show him the pack- 
age. 
At the end of the session the dealers 
will have been through the whole TBA 
line. If they're in the day session 
they’ll have a chance to ask questions 
as the class goes along. If they're in 
the short (7-to-9) evening sessions, 
the questions start when class is over. 

What Bothers Dealers—Two ques- 
tions are fired most often at the in- 
structors: 

e How can I inspire my men to 
look for more chances to sell TBA? 

e How can I meet cut-price com- 
petition on tires? 

For the first, the simplest answer 
is to offer the station employes some 
form of incentive plan. 

For the second, cut prices are not 
usually as good as they look. Analyze 
the competitive quotation, ask ques- 
tions, study exactly what the deal of- 
fers. That way, you'll find you've got 
some kind of deal that’s just as good. 

Those are Firestone’s answers. 
Other questions concern almost any 
phase of TBA sales and service. How 
does another type of tire changer 
operate? Does it pay to test spark 
plugs? It’s surprising how many men 
don’t yet know how to service tube- 
less, or 14” tires, or test a battery. 

Dealers’ questions like these have 


led Firestone to one strong conclusion: 
plain ignorance and fear kill a lot HY-TEST 303 CORP. 
of sales. That’s a problem its mobile 
training plan is designed to cure, @ 


How to sell dealers on TBA... 
see page 153 
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WITH EVERY NEW TUBELESS TIRE 


Your choice of these valve combinations serves all sizes of the tubeless 
tires you stock. Save carrying seven Original Equipment valve sizes and 
verleus extensions for cach peputer tire size. ‘clined a Every time you install a new tubeless tire, be sure to 


> COMBINATION NO. 1 install a new Schrader valve, too. Protect your custom- 

ers’ driving safety and the reputation of your tire’s 

brand name with a new Schrader valve. Make this sim- 

> A, ple service a profitable “must.” For full, built-in mileage 

‘= over the entire life of a tire, the valve should be as new 
el as the tire. 

9 Tubeless business—changeover, repair, replace- 


weshers tor ASS” ond (2 then helene and tor Hh" vim holes, with 2680¢ © Ment—will be even bigger this year. Be ready with 
persed snen Esra complete Schrader tubeless service. 


FIRST NAME IN TIRE VALVES 
wee re FOR ORIGINAL EQUIPMENT AND REPLACEMENT 
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TBA: The Dealer's Best Friend 


The big reason for TBA in every oil marketing operation 
is fattening the station dealer's profits 


As a policy, it’s been stated many times. Who doubts it? 
Dealers do, says Indiana Standard’s TBA manager 


“I THINK all of us have been delin- 
quent in failing to make this objective 
known,” said Paul Hawk at the last 
annual TBA con- ge gr 
vention in St. . 
Louis. 

The TBA man- 
ager of Standard 
Oil Co. (Indiana) 
suggests that oil 
people may be 
too busy selling 
the goods to give 
much thought to 
telling the dealer 
why they’re doing 
it. 


By Frank Sturtevant 
TBA Editor 


Why should that be necessary, you 
ask? If you sit down with a dealer 
and discuss his station potential you'll 
invariably show him how he can in- 
crease his profits by pushing TBA. 
Isn’t that enough? 

As it turns out, it doesn’t seem to 
be enough in our industry. Maybe the 
dealer thinks you're just trying to 
dazzle him with figures in order to 
sell him some merchandise. 

At any rate, without referring to 
what’s been done, or why it hasn’t 
worked, Hawk makes the point that 
there’s a lot of criticism directed 
against oil companies. 

That Pressure Problem—What he’s 
thinking about are the recurring 
charges that oil companies apply 
“pressure” to dealers to force them to 
carry the oil marketer’s TBA line. 
That’s one of the contradictions that 
often irritates oil men. 

Is it a sin, they ask, to urge the 
dealer to do something that makes 
more profit for him? Aren’t we in TBA 
primarily for his benefit? 

The logic is there, but dealers don’t 
seem to see it. As Hawk points out, the 
industry hasn’t told its story well 
enough. By some means, we've got to 
find ways to explain the big TBA ob- 
jective to dealers. 

Actually, we have a three-fold TBA 
objective, says Hawk. 

The first and primary aim, he says, 
is to make the station business more 
profitable, and thereby raise dealer 


morale and reduce dealer turnover. 

A secondary objective is to serve the 
petroleum customer with his basic 
automotive needs, at the most conven- 
ient point, and with the best products 
we can make available. 

Third, after everything else, the 
marketing company should make a 
commensurate profit on its TBA invest- 
ment in capital and time. 

Once we've got it straight in dealers’ 
minds that, as far as TBA is concerned, 
their interests come first, they'll be a 
lot more receptive to reasons why they 
should join our TBA programs. 

Seven-Point Help — Through our 
efforts the dealer benefits in seven 
ways, said Hawk: 

e He gets a station with better 
equipment and TBA facilities than he 
could afford on his own. 

e Credit is available in many forms. 
Dealer loans, inventory financing, 
credit cards, all give a lift to TBA 
merchandising. 

© We keep him posted on how best 
to balance his inventory so as to serve 
customers without overstocking. 

e He never doubts the high quality 


IN THE TBA FIELD—as elsewhere 
—it’s considered a minor disaster 
when two advertisers come out with a 
duplicating theme, headline or picture. 

But that’s what's happening this 
spring to two antifreeze manufactur- 
ers, Dow and Olin Mathieson. 

Dow invented a “Keep Those 
Horses Cool” slogan as a means of 
promoting cooling system care. It will 
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of the goods we offer. 

e If he’s a new dealer we'll train 
him, and his new helpers. If new 
products or new techniques appear, 
we'll retrain him and his men. 

e He expects and gets from us all 
he needs to know on changes in prod- 
ucts, procedures, and sales ideas. 

e Our advertising builds public 
confidence in the dealers who fly our 
flags. 

Let’s get these ideas across to deal- 
ers, urges Hawk. Let’s try to convince 
them they are truly our “partners in 
profit.” 

Our present troubles stem from two 
causes, Hawk feels. The first is poor 
selection of dealers: “By our own 
urgent efforts to find a dealer quickly, 
we create our own problem. Then we 
compound it by not giving good, prac- 
tical counsel and assistance during the 
first few months of the dealer’s opera- 
tion.” 

The second cause is plain, incom- 
petent salesmanship on the marketer’s 
part, “. . . when a thorough, helpful 
selling job could have made the dealer 
our friend and strongest supporter.” 


2 ee 


. + « pulls off a double play with Olin’s 


appear on point-of-sale material for 
service stations in conjunction with a 
cartoon illustration of a motorist look- 
ing with despair at an overheated en- 
gine 


Olin Mathieson has a new sound- 
slide film, “Hot Horses Need Cool- 
ing”, for showing to service station 
operators. It’s a short, 7-minute educa- 

(Continued on page 154) 
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(Continued from page 153) 
tional film on cooling system service. 
By strange coincidence a publicity pic- 
ture telling about the film is also a 
cartoon picture of a despairing mo- 
torist looking at an overheated engine. 
The Olin Mathieson film was pro- 
duced by Van Sant, Dugdale & Co., 
Inc., of Baltimore. The film strip (35 
mm.) and sound platter (33-1/3 rpm.) 
can be obtained for showings before 
qualified groups by writing to Automo- 
tive Products Dept., Olin Mathieson 


Chemical Corp., Baltimore 3, Md. 

Dow also has a film on the subject, 
but treats it from the car owner’s 
standpoint. The Dow film is for show- 
ing on local TV stations and before 
club and student groups. 

Is It Funny?—For a while the Dow 
and Olin Mathieson people will be 
targets of many wisecracks over the 
accidental use by both companies of 
the “horses” theme. Numerous alleged 
wits will be ‘asking if there aren’t 
enough good slogans inherent in the 





“ta. eoday's s néw> 
wheels and tires re- 
quire versatile tire 
service equipment 
that’s designed to 
handle all sizes 
and types, from 12 
to 17 inches. 
So, for the easiest, fast- 
est tire service available any- 


where, choose the new, double-duty 

Tireman. Tire engineers all agree that Coats famous roller action is 
best for mounting and demounting tubeless as well as conventional 
New, gentler bead looseners handle 
14-inch or any other size passenger car wheels quickly, safely. Once 
you see a Tireman in action, you'll know why more dealers use Coats 


tires, regardless of rim size. 


Tireman than any other make. 





101 
TIREMAN 
JUNIOR 











You can be sure of the finest tire 

equipment on the market when 

you choose Coats, the brand that’s 

often imitated but never equalled. 
Adept Your 


Model 1-C Tireman to 
handle 14-inch wheels. 











Conversion kits for other model Tireman changers are also available. Write 
for complete information. 


JACK P. HENNESSY COMPANY, INC. 


Manufactured by COATS COMPANY 
FORT DODGE, IOWA 


PIONEERS IN 
TUBELESS TIRE SERVICE EQUIPMENT 
GENERAL OFFICES: 12 DEPOT SQUARE, ENGLEWOOD. N. J. 


WESTERN DIVISION OFFICES 
3453 oe Boulevard 

Los Angeles 28,. California 
MID-WEST OFFICES — Chicago, Il. 
250 E. Delaware — 804 





subject of cooling systems to provide 
an original one for every antifreeze 
manufacturer. And for a while certain 
individuals in these two companies are 
going to be unhappy. 

They shouldn't be. The “Horse” 
idea is a dramatic way to present the 
need for cooling system care. The fact 
that two companies are using a similar 
approach is a lucky accident. Each 
campaign will be more effective be- 
cause each tells the same story and 
thus in effect supports the other. 

Of course you couldn’t sell either of 
these concerns on the idea of using the 
same, or even a similar, theme or 
slogan. But it’s too bad pride stands in 
the way. What the antifreeze business 
(and the oil industry) needs is a con- 
certed drive on more cooling system 
attention, spring and fall. 

Why It’s Needed—Large segments 
of the car-owning public still cling to 
the idea that it’s a form of practical 
economy not to drain antifreeze at 
winter’s end. And for reasons clear to 
no one, dealers go along with that 
idea. 

Oil marketers are not likely to do 
anything about it. They've fallen away 
from the old tradition of powerful 
spring and fall changeover campaigns, 
and they have nothing to take it’s 
place. 

Draining the radiator got at least 
some incidental attention in change- 
over promotion. Now it tends to be 
crowded out, especially in spring and 
summer, by what seems to be the peak 
season for so many other things, such 
as gasoline advertising and tire cam- 
paigns. 

Let’s see some more campaigns de- 
signed to get those cooling systems 
drained, flushed and otherwise put in 
good shape. If they happen to use sim- 
ilar words and pictures, so much the 
better. 


What's New in TBA... 





Spark plug market 


. includes an annual volume of 
375-million replacement plugs, accord- 
ing to an estimate made by W. E. 
Blank, marketing vice president of 
Electric Auto-Lite Co. In the year 

(Continued on page 157) 
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LET US- 


CHECK YOUR OIL 
[FOR SAFETY 








THE BENNETT 
OIL MERCHANDISER 


sells more oil faster 
any way you look at Jt 









The Bennett Oil Merchandiser puts oil out on the island — where 
it’s most. convenient for you to reach where it’s most: convenient 
for your customers to buy and sells for you day and night 


Built-in can drainage and disposal keeps station cleaner 
Panel lock eliminates pilferage and need of moving when station 
is closed. Illuminated panel is available if desired 


| E-beXe keye old Ayam ebeutyelcre Mae Meclole Moh Zot 0) o(-1-) Mt comn Zolelamlyt-Tetel: 


Write today for the Bennett Rule of 4 Plan that shows how 


you can Sell more oil faster 


A 


JOHN Woop COMPANY . Bennett Pump Division, Muskegon, Michigan 
Saeasa Clty. + tea dadsies © MMR MUN MMIIIE GAs ¢ Pitiasirgh - Rochester + Salt Lake Seattle St. Paul» San Franci 
canaoa JOHN Woop Company LIMITE 


ition, 29 Broadway 
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since the Resistor plug with Power 
Tip was introduced, this premium plug 
has steadily increased in sales. 

The term “Power Tip” describes 
the plug’s projecting ceramic nose 
that extends the spark gap inward 
toward the center of the combustion 
chamber, This design feature is said to 
make the plug hotter at low speeds 
and cooler at high speeds than con- 
ventional plugs, With the Resistor 
Power Tip, says Auto-lite, service 
station operators no longer need to 
worry about selecting plugs of the 
right heat range to suit both the cus- 
tomer’s car and his driving habits. 
Photo (page 154) shows how ceramic 
insulator nose of the Power Tip (left) 
has been moved out to get closer to 
the center of combustion, while the 
insulator nose of the ordinary plug is 
hidden by the shell. 


Deluxe Products Corp. 


. » » has moved its sales office from 
La Porte, Ind., to Racine, Wisc. The 
new address is 1201 Michigan Blvd.. 
Racine, Wisc., and the new telephone 
is Melrose 2-8871. Manufacturing and 
shipping operations will continue at 
La Porte. The company manufactures 
the Deluxe oil filter, 


Purolator ad spread 


.. . in the April 8th issue of LIFE 
kicks off another national filter check 
month. As in previous years, Purolator 
will concentrate a lot of national ad- 
vertising on the April drive for filter 
cartridge replacements. Stations han- 
dling Purolator filter elements are be- 
ing urged to tie in their stations with 
big promotion by using the point-of- 
sale kit provided by Purolator. 


Top grade camelback 


. » « has been announced by Lee 
with a claim that the stock cures 
quickly and uniformly, has a low 
specific gravity, and is easy to work 
with, resulting in less labor and faster 
shop production. 


“Happier driving” week 


. .. Will get support from Bear Manu- 
facturing Co. in the form of consumer 
promotion to tie in with the Saturday 
Evening Post program for May 21. 
Bear will feature the value to the car 
owner of wheel alignment and balanc- 
ing, as well as brake, front end and 
headlight safety testing. 


New resale contender 


. . . for truck tire business is the 
McCreary Tire & Rubber Co. of 


Fire-Resistive 


Safe 


In one compact armored steel casing, 
this modern equipment combines a 
Money Chest and a Record Safe. 

The Money Chest (upper section) is 
encased in steel-clad reinforced con- 
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Indiana, Pa. McCreary believes pe- 
troleum outlets should get a larger 
share of the truck tire replacement 
market, and is offering a program 
designed to get business through those 
channels. 


Filament wire 


. for autobulbs is said to test 
four to nine times stronger than the 
wire commonly in use today. Devel- 
oped by Westinghouse lamp division, 
it is claimed to offer unusual resistance 


Here’s the Complete Security 
Every Service Station Needs 





crete that discourages any attempt to carry off the equipment. It qualifies for Mercantile: 
Safe Class ‘‘E” Burglary-Resistive Insurance, also meets requirements for the Money 
& Securities Broad Form Policy. Its Relocking Device affords an extra 10% discount 
in addition to the regular Class “E” discount. 

The Record Safe (lower section) provides dependable fire protection for books and 
all valuable papers. Its ‘T-20” Tamper Resistant Door affords a 20% discount from 
the standard premium on Mercantile “B” Safe classification. 


For full details, call your local H.H.M. dealer listed in the Yellow 
Pages of your telephone directory, or write to the factory. 


HERRING- HALL- MARVIN SAFE CO. 


Hamilton, Ohio 
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to shock and vibration. It has been 
developed especially for the 12-volt 
lamps. 


Push-in vent plugs 


. .. on 12-volt Cities Service batteries 
require only 10% as much time for 
removal as the threaded type. The new 
push-in vent plugs are removed by 
turning slightly and pulling out. All 
new batteries in the line, 6-volt and 12- 
volt, are equipped with a new type 
plastic and glass separator. 


Flasher sales kit 

. for directional signal sales is 
now being distributed by Tung-Sol. It 
contains a service guide with direction 
signal lamp and flasher replacement 
charts, a catalog sheet, a No. 6 flasher 
assortment folder, and a four-color 
acetate lighting service streamer. 


Merchandiser package 

. to aid sales of shock absorbers 
is called the Columbus “Inside Story”. 
Included is a transparent plastic, full- 





new, lower 


JOYCE "“B4” 


free wheel lift 


...« only 
4 inches high 


os 
al 
a7 ee aa 





size working model demonstrator of 
a Columbus shock absorber, filled 
with hydraulic fluid. 


Battery holddown 


. . » for 6-volt and 12-volt batteries 
has just been announced by Wells 
Manufacturing Corp., Fond du Lac, 
Wis. Fortified with a new protective 
coating, it comes in adjustable sizes 
and fits over 90% of all battery 
installations. 


House trailer tires 


. Offered by Dayton Rubber Co. 
now include a new medium-height 
tubeless tire. The new size tire is 7.00 
x 14,5 and has a high load capacity. 
It reduces tire height 3.2” less than 
conventional 7.00 x 15 size. 


Tung-Sol truck lamp 


for 12-volt systems aims at 
better durability. Improvements in- 
clude: a spot-weld joining two lead 
wires; a ceramic color to stiffen fila- 
ment structure; a re-proportioning of 
both filaments increasing shock re- 
sistance; and a flexible spring welded 
to support shock mounts to isolate fog 
cap from filament structure. 


New first-line tire 


. » for passenger cars has been 
announced by Lee. It features a 7-rib 
tread design. The ribs are saw-toothed 
and have hundreds of Y-shaped trac- 
tion slits molded into them for traction 
and skid protection. They are arranged 
in a variable pitch pattern that cancels 
out noise, This new Lee tire has a 30- 
month guarantee against all road haz- 
ard damage, 


New Bowes factory 


. . . is now being built and should be 
completed in the fall. Bowes “Seal 
Fast” Corp. will produce and distribute 
some 500 different items from this 
plant, including tire equipment and 
repair material, battery cables, radiator 
hose, oil filters, additives, hydraulic 
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brake fluids, fuses, fan belts, and 
various radiator fluids. 


New package design 


for Olin Mathieson Puritan 
line of automotive specialties, com- 
bines easy product and brand iden- 
tification with a new label design. In 
addition to the new yellow, red and 
black label, the regular brake fluid 
has been changed (in name only) to 
Puritan Moderate Duty brake fluid 
(SAE 70-R-2). 


Personnel... 





Robert L. Som- 
merville, market- 
ing consultant for 
the automotive di- 
vision of Electric 
Storage Battery 
Co., retired Mar. 
31, after almost 
38 years of serv- 
ice. He was gen- 
eral sales manager 
until Jan. 1 of this 
year. He joined 
the company as a salesman in 1919 
after graduating as an electrical en- 
gineer from Rensselear Polytechnic 
Institute. He had spent a term as 
operating engineer on the Panama 
Canal, and served overseas as a U. S, 
Army Engineer Officer in World 
War I. 

At various times he held offices in 
the National Standard Parts Assn., 
the Motor and Equipment Manufac- 
turers Assn., and the Assn. of Ameri- 
can Battery Manufacturers. His suc- 
cessor as general sales manager is 
Harry N. Roberts, who came to the 
company recently from B. F. Good- 
rich. 


Sommerville 


W. A. Boddy 
heads a _ newly 
created depart- 
ment of tread 
rubber, accessory 
and service sales 
at Pennsylvania 
Tire Co. At the 
same time the 
national service 
department is be- 
ing placed under 
the control of this 
new department. Boddy was formerly 
manager of sales operations. 
e 
A number of changes have taken 
place in the replacement sales depart- 
ment of AC Spark Plug division.: 
H. L. Wardrop, former merchandis- 
ing coordinator, has been made direc- 
tor of sales training. J. Patrick Kane, 


former sales promotion manager, is 
now assistant merchandising manager. 
Benjamin J. Filer moves from New 
York zone manager to sales promo- 
tion manager. William C. Dalton is 
now national accounts representative 
in Cleveland. Mathew Parker, Jr., is 
national accounts representative in 
Dallas. 
“ 

W. Ward Jackson, vice president, 

Commercial Solvents Corp., has been 


named to head the company’s sales and 
marketing activities. He was previous- 
ly vice president of the petrochemicals 
division. His new responsibilities cover 
advertising, sales promotion, and mar- 
ket development. 


® 
Raymond C. Firestone is now presi- 
dent of the Firestone Tire & Rubber 
Co., succeeding Lee R. Jackson, now 
vice chairman of the board. Raymond 
Firestone joined the company in 1933 




















In all repairs, it pa 


your pump manufacturer. 


The Head that 
“STAYS AWAKE” 
in modern pumps...the 


VEEDER-ROOT COMPUTER 


ys to be sure that genuine Veeder-Root Parts are 
used throughout. And if it’s rebuilt computers you need, then be 
sure you get genuine Veeder-Root rebuilt computers. Available from 
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VEEDER-ROOT INC., HARTFORD 2, CONNECTICUT 
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Put lasting 
dependability 


between 
truck and 
tank... 


























.. .with this rugged 
QUAKER HOSE 


Lightweight and ideal for suction as well 
as discharge, this hose is non-collapsible, 
with small outside diameter and high 
flexibility. Full opening is maintained in 
any position to assure even flow. 

Tube resists damage by petroleum 
products and aromatic fuels. Cover stands 
up to oil, sunlight, abrasion. Reinforced 
with spring steel wire and high tensile 
rayon. Couplings can be grounded to 


reinforcing wire. Available in lengths up 
to 50 feet at your nearby Quaker-Quaker 
Pioneer distributor. For free brochure, 
write: 


H. K. Porter Company, Inc., 

Quaker Rubber Division, 
Philadelphia 24, Pa. 

or Quaker Pioneer Rubber Division, 
Pittsburg, Calif. 


QUAKER RUBBER DIVISION 





4 Puss PIONEER RUBBER DIVISION 
- K. PORTER COMPANY, INC. 
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as a service station attendant at the 
pump island of a Firestone retail store 
in Los Angeles. After nine years as 
store manager and other selling jobs, 
he served three years as officer and 
pilot in the Ferry Command of the 
U.S. Air Force. For the past three 
years he has been executive vice presi- 
dent. 
e 


William T. 

Hepburn has been 

made manager of 

passenger tire 

sales for  Fire- 

stone, succeeding 

H. H. Vischer 

at Omaha, Neb. 

Hepburn joined 

Firestone in 1946, 

starting in the 

retail stores in 

Philadelphia and 

Wilmington. Later he moved to Hart- 

ford as district manager and then to 

New York as assistant manager of the 
eastern sales division. 

+ 


Benjamin F. Lauderdale is the new 
sales representative for Lee tread rub- 
ber products in Kansas, Oklahoma, 
West Texas and Missouri. He was 
formerly sales manager for the Motor 
Supply Co., of Oklahoma City. 

. 
Frederick B. 
Kelso, Jr., has 
been named assis- 
tant service man- 
ager at Goodyear, 
serving under E, 
C. Flinn, who 
heads the service 
department. Start- 
ing in 1927 as a 
tire builder at 
Akron, Kelso 
switched to the 
service department, serving in the field 
in a number of midwestern cities. He 
moved to the service department head- 
quarters in Akron in 1945. 


* 

J. F. Dudley and Graham W. Mc- 
Millan have been elected vice presi- 
dents of Commercial Solvents Corp., 
New York, manufacturer of antifreeze 
and a line of cooling systems chem- 
icals. Dudley will have charge of the 
company’s production and engineering 
activities. Formerly chief engineer, he 
has been with CSC since 1944. Dr. 
MeMillan will be responsible for the 
research and development program 
and for operation of CSC’s central re- 
search laboratory at Terre Haute, Ind. 
He was manager of development prior 
to his new assignment. & 
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Maintenance 
by contract: 


Here’s how it works, as 
-of Nashville’s Petroleum 


Meee ery 


Reads voltage on compressor motor 


... Takes up packing gland on hoist 


What a Flat-Rate Maintenance 


Outside maintenance contracts can provide these benefits: 


e Regular care of all above-ground station equipment 
e Low upkeep costs, at fixed annual expense per pump 
e No more worry about trouble calls from dealers 


IF YOU’RE CONCERNED about keeping your sta- 
tions up to snuff without causing yourself extra prob- 
lems, a flat-rate contract maintenance plan may be just 
what you need. 

You know in advance what the cost will be; the flat 
rate takes the gamble out of the contract. Your dealers 
are satisfied, and you save the cost of a maintenance 
payroll and a fleet of service trucks. 

That’s how it is with the three oil companies that get 
contract maintenance service from Paul E. Morris’s 
Petroleum Equipment Co. of Nashville, Tenn. The 
marketer pays a fixed charge of $3 per month per pump. 
While the rate is tied to the number of pumps, the con- 
tract includes maintenance of other station equipment 
such as lifts, compressors, signs, poles, lights, as well 
as any hand-operated lube pumps or kerosine outfits. 

And while Morris doesn’t attempt to maintain under- 
ground tanks and lines, he keeps the tanks free of water 
and takes care of such related items as fill box covers 
and gaskets. 


What's Covered and Why 


The dividing line between what’s covered and what 
isn’t is based entirely on practical reasons. The under- 
ground tanks and lines are left out because they don’t 
normally require maintenance. When they do spring 
leaks it’s a job for a construction crew rather than serv- 
ice mechanics. 

For similar reasons the station building itselt is ex- 
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cluded. Building repair is not the kind of work service 
mechanics are skilled in. 

And since the contract is with the oil marketer, and 
not with the dealer, any equipment owned by the dealer 
is not covered by the contract. He is responsible for 
replacing light bulbs, for maintaining his lube equip- 
ment, his battery charger, and so on. 

These lines of demarcation seem to be well under- 
stood in the industry. They’re accepted as reasonable 
and practical both by marketers and dealers. 

Morris goes a little further and makes it easier on 
the dealers by taking practically all service calls, what- 
ever their nature. If a dealer calls in to have a broken 
window replaced, the man at the Morris shop gets all 
the details and passes the request on to the oil company. 
He'll even get someone to do the work, or suggest 
who might handle it. 

That’s the ribbon that ties the service package. The 
marketer can count on happier dealers while he saves 
the cost of a maintenance payroll, with vacations and 
other fringe benefits. And there’s no need to keep sev- 
eral service trucks. 

Where It’s Available—Maintenance of service station 
equipment on a fixed-price basis is still relatively new. 
If available at all, it is likely to be offered by oil equip- 
ment jobbers. 

There are at least six equipment concerns, besides 
Morris’s, in the contract maintenance business today. 
They are: Equipment Sales Co., Atlanta; Petroleum 
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.-. Cleans up dial face on dispenser. 


. » » Replaces retractor cable saddle 


Equipment 


a 


. .. Uses grinding wheel to clean part 


Plan Can Offer You 


Equipment Service and Maintenance Co., Allentown, 
Pa.; Petroleum Systems, Inc., Detroit; Service Station 
Supply Co., Wichita, Kan.; The Southern Co., Inc., 
Memphis; Whit’s, Jackson, Miss. 


How It Works Out 


Marketers at first are inclined to ask if dealers can 
be educated to call an outside firm direct for mainte- 
nance service. Next they wonder if it’s wise or safe to 
let the calls go direct. 

In fact, when Morris signed his first contract with 
The Texas Co., it was with the understanding that dealer 
calls would continue to go to the Texaco office, to be 
transmitted from there to the Morris shop. 

Experience soon proved nothing is gained by routing 
calls through the marketer’s hands. Today Morris gets 
80% of them. Direct contact between the dealer and 
the contractor turned out to be less troublesome and 
more efficient all around. 

Later, when Morris took on contract service for Pure 
Oil Co. and Shell Oil Co., he was able to assure them 
they could bid goodbye to trouble calls. But he’s care- 
ful to give the customer the option to do it either way. 

Borderline Calls—Requests from dealers to fix things 
not under contract are not numerous, and if handled 
right are no great problem either for Morris or his cus- 
tomer. There are times when it’s good policy to go 
ahead and make the repairs rather than stick to the 
letter of the contract. 

Take the case of the burned-out air compressor 
motor. The dealer was what Morris calls “pressure- 
happy.” The rated pressure of 175 Ibs. never suited 
him, so he formed the habit of setting the pressure up 
to 250+ Ibs. 

While this constant overload was the undoubted cause 
of the motor failure, Morris replaced it without com- 
ment. Then he wrote to the marketer calling attention 
to the dealer’s dangerous practice. Later when a belt 
burned out, Morris billed the oil company and the com- 
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pany promptly billed the dealer. 

That stopped the trouble. By not standing on his 
rights the first time, Morris helped the marketer enforce 
reasonable care on the dealer’s part. 

Or take the time a service man made a 40-mile trip 
on a report of pump trouble, only to find the dealer’s 
tank was dry. When it appeared that a bill for the mile- 
age and lost time might embarrass the local consignee, 
Morris agreed to split the charge. 

Educating the Dealer—Over the phone and in per- 
son, Morris and his men try to tell dealers it’s to their 
own interest to avoid breakdowns because of neglect 
or abuse. 

Morris recalls the heavy-handed operator who took 
over a busy spot in Nashville. Morris knew the station 
was an important outlet with a high-gallonage potential. 
He also knew the present operator was doing well and 
that the marketer would like to keep him happy. 

But the man was rough on the equipment. Hose and 
nozzles had a short life at his station. His computers 
were always out of order because he lunged at the reset 
handle with far too much vigor. 

After answering a stream of trouble calls without 
protest or comment, Morris had a friendly talk with the 
dealer. He explained how hard treatment led to inevi- 
table breakdowns, especially of dispensing equipment 
in constant use. He also let the man know the extra 
expense all fell on Morris, not the marketer. 

After that trouble calls tapered off a lot. They never 
made the dealer into a sissy, but they did manage to 
reform some of his worst habits. While that saves money 
for Morris, the marketer benefits also. An idle pump or 
lift can cut volume and hurt profit. 

Inspection Is the Key—While dealer education helps 
to hold down service calls, the most effective measure 
is periodic inspection. Every four months every station 
under a Morris contract gets a thorough inspection. 

Besides the little things, like tightening a bolt or re- 
placing a gasket, the service man will replace a well- 
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More and more car owners are rolling into service sta- 
tions all over the country, asking for WIX Oil Filter 
Cartridges. WIX tells your customers, in LIFE and the 
SATURDAY EVENING POST, about the damage that 
dirt and grit in motor oil can do to a car engine. And, 
“when motor oil becomes a dirty word’”—WIX is THE 
Oil Filter to use! WIX not alone brings ’em in, but also 
gives you the most advanced selling aids in the business 

. the time-saving, profit-producing sales tools that 
MAKE your station a profitable Filter Service Center, If 
you don’t have the WIX-O-MATIC Sales and Service 
Plan operating for you right now, you're losing sales! 
For, you can have it FREE to speed your service and 
step up your profits—PLUS GUARANTEED SALES! 
Get the WIX-O-MATIC story from your Jobber or write 
us direct right now. 


& WIX-O-MATIC 

The money-making Filter Service 
Plan that’ 
Cartridge sales! Makes your service 
quick and profitable — the right Car- 
tridge, always at your fi 
Minimum, controlled inventory. 
GUARANTEED SALE! And, you can 


OIL FILTERS CARTRIDGES prone ao a a 
AUTOMOTIVE © INDUSTRIAL © RAILROAD ih 
WIX CORPORATION ° GASTONIA ¢ NN. C. 








SENSATIONAL WIX 
“SPIN-ON” FILTER 


ORIGINAL EQUIPMENT ON FORD—1957! 
Twist-of-the-wrist installation ease 


WIXITE POROSITE and removal. Features built-in relief 


valve, self-contained gasket and 
Famous WIX HEVI-DUTY Premium WIX depth-type Exclusive WIX high poros- onti-drainback valve. AND: A WIX 


controlled density filtrant filtrant in gold cans for ity pleated paper filtrant CONVERSION — ¢ 
= o modernize old 
for partial-flow systems. full-flow systems, for full-flow systems. style full-flow filters on pre-'57 Ford 


: Cars and Trucks. Ask about WF-15! 
In Canada: Wix Accessories Corp. Ltd., Toronto 
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**All serious problems 
have been met. Customers 
like the service. District 
marketing officials say it 
saves them money” 


Equipment 


Top man at Petroleum Equipment Co. is Paul Morris. Winston Spencer is shop foreman 


(Story begins on page 162) 


worn pump hose or retractor cable on the spot. From 
experience he knows it’s cheaper to do it that way than 
to make a special trip later when inevitable failure does 
occur, 

There’s a permanent record of each inspection. The 
service man takes the book with him and checks off the 
spaces on the form as he works around the station. 
There are 23 points to be checked on each gasoline 
pump, and 53 points for the entire station. 

Three inspections a year seems to be the safe mini- 
aum. Morris got that and other ideas from Carl W. 
Nolff, head of Petroleum Equipment Service and Main- 
tenance Co. of Allentown, Pa., a pioneer in contract 
maintenance (NPN—Mar. °56, p126). 

Morris finds from his own experience that if you let 
inspections go much longer than four months, trouble 
calls multiply and become too costly. More inspections 
might cut trouble calls still further, but not enough to 
pay for the extra inspection cost. What you need is a 
practical balance, and Morris thinks he’s got it. 

The inspection program does cost money. It eats up 
about a third of total contract revenue. But Morris 
won't hurry the job. He keeps no record of average 
inspection time because it might sound like setting 
quotas. It’s more important, he says, that the inspection 
be thorough. 

That goes for the four-month inspections and also for 
the advance inspections Morris makes before he starts 
a contract maintenance program. His agreement with 
his customers is that all equipment will be in good con- 
dition when he takes over. 

Groundwork—To get the equipment in good shape 
there’s quite a bit of pre-contract work to be done. 
Even in some new stations, for example, a plumb-line 
check on a raised lift may show it wasn’t installed 
straight. 

It’s routine to find that many small adjustments are 
needed in meters, motors, switches, belts and retractor 
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cables. It’s also common to find there’s water in the air 
compressor and in the underground tank, even though 
dealers theoretically are supposed to check both these 
points for water at frequent intervals. 

Once everything is fixed it’s up to Morris and his 
crew to keep all equipment in top operating condition. 
Thereafter, whatever it takes in the way of parts or 
labor comes out of his pocket. If it runs over the agreed 
flat rate of $3 per month per pump—and it sometimes 
does—he has to bear the extra cost. 

Holding Down Costs—Most trouble calls have to be 
answered promptly, but a little time spent talking to 
dealers may permit lining up one or more additional 
calls in the same area. The main thing you need to 
learn is whether there is a real emergency, or whether 
the call can be delayed an hour or two, or perhaps to 
the next day. 

Shop vs. Field—You can lay it down as a general 
rule that shop repair work costs less. This is especially 
true of such things as meters and computers. “We find 
it’s cheaper to substitute a rebuilt unit,” says Morris, 
“than to attempt spot repairs that might run the service 
man’s day into overtime.” 

Besides, Morris observes, nothing creates quite so 
much good will. Dealers feel a lot better if such critical 
items of equipment, depended on for accurate measure- 
ment of product and money, are replaced when they go 
bad. That’s the first thing they mention when the mar- 
keter asks his dealers how they like the contract service. 

Just the reverse of this policy works best in the case 
of many lift and compressor repairs. Troubles here are 
often due to such things as a worn gasket, a leaky dia- 
phragm or packing, or some other minor part. The 
trouble is easily detected, and the repair job is usually 
short. It’s better economy to fix it on the spot. 


Costs: The Contractor's Side 


It’s handy to have a master card file of every service 
station under contract, listing the items of equipment, 
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Equipment 


(Story begins on page 162) 

Morris finds. In addition Morris keeps a folder for each 
station, with-copies of any work orders that have been 
issued at that location, any letters to the marketer about 
the equipment, or any other related documents. These, 
plus the binder full of inspection reports, are all of 
value to Morris in dealing with the customer or the 
dealer, and with his own employes. 

In addition, Morris started out keeping close track 
of costs. It isn’t necessary for billing purposes because 
the customer pays only the flat rate. But to see how 
he’s coming out, Morris makes up a cost analysis for 
every service call, inspections included. He charges 
labor at the customary sale price of $3.60 an hour. All 
parts and material go in at list price, and truck travel 
at 10¢ a mile. 

On the Record—During the first 11 months last year 
his crew made 396 service calls, averaging 36 a month. 
They took care of 221 locations equipped with 623 
pumps. Adding up his cost figures, Morris finds that the 
annual contract revenue of around $20,000 covers all 


After two years, all serious problems have been met. 
Morris has established smooth relations with dealers 
and marketers, but not at too high a cost. 

Customers like the service. District marketing officials 
say it saves them money. 

One point that could have caused trouble never ma- 
terialized. The contract provides that Morris shall not 
be obligated to repair any equipment that “by mutual 
agreement is beyond normal field repair.” The problem 
of definition never came up, Morris says, and at this 
stage he’s not worrying about it. 


He’s Ready for More 


Right now he’s ready for more maintenance contracts. 
He can handle more of it without expanding his plant 
and with only a slight increase in his staff of 13 em- 
ployes. 

But he now feels that it’s not practical to go more 
than 30-40 miles from Nashville. And while he num- 
bers a few non-service-station locations among his con- 
tract outlets, he’s not anxious to have any more. Com- 
mercial, fleet and contractor accounts typically have 


costs and leaves a moderate gross profit. 

In addition his contract customers give him about 
$1.80 of non-contract work for each: $1 of contract 
business. Taking them as a whole, Morris now feels that 
his contract accounts now bring him close to $40,000 
of his $500,000 total annual volume. 


What's New in 


few pumps in relation to other equipment, so they get 

in under a low contract price. 
With those reservations, and with two years of suc- 
cessful experience in back of him, Morris is ready to 
La 


take on some new business. 


Equipment... 





Bennett 1000 line pump 


. . . Offers design changes aimed at 
more striking appearance. Principal 
new feature is fluorescent lighting to 
give brilliant, blue-white dial illumi- 
nation, combined with “Panoramic 
Dial Face.” Other features are a 14’ 
hose reach; a medallion ad panel over 
the dial face, also fluorescent lighted; 
new push-button reset computer; single 


see-gage and housings which facilitate 
adjustment and maintenance. Bennett 
Pump division, John Wood Co., Mus- 
kegon, Mich. 

Circle No. 1 on coupon 


Dual hose reel 


. .. is designed for simultaneous hand- 
ling of both oxygen and acetylene hose, 
and permits use of the welding torch 
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regardless of how much hose is un- 
reeled. Said to reduce hazards and save 
wear due to tangled hose. Quick, even 
rewinding is provided by a compressed 
air motor. Available in a range of sizes, 
reels can be used with hoses for other 
gases and liquids. Clifford B. Hannay 
& Son, Inc., 81 First St., Westerlo, 
N.Y. 


Circle No. 2 on coupon 


Switch control system 


. . . located at the meter has been de- 
veloped for all pumps and quantity 
control valves. Upon completion of a 
predetermined iiquid delivery, a switch 
is automatically thrown, opening an 
electrical circuit and cutting off all liq- 
uid flow at the meter and all pumping 
action. A new accessory control switch 
predeterming register, and latch box 
and quantity control valve are all in- 
stalled at the meter. Where repeated 
deliveries of a fixed amount of liquid 
are required, a special factory-set pre- 
determining register is available, elimi- 
nating resetting after each run. Rock- 
well Manufacturing Co., 400 N. Lex- 
ington Ave., Pittsburgh 8, Pa. 


Circle No. 3 on coupon 


Socket wrench 


. . . combines features of both a 42” 
square drive reversible ratchet and a 
conventional hinge handle tool. 
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ILLINOIS 


Gaskoy Pumes | aaa 


For every size consumer- 
commercial account. 


THE AMCO CORPORATION 
1220 pandetee Street 
Chicago 7, lil. 


IOWA 





TRI-STATE EQUIPMENT COMPANY 
COMPLETE SALES & SERVICE ON QUALITY 
PETROLEUM DISPENSING EQUIPMENT 
ENGINEERING AND PLANNING 
SATISFACTORY INSTALLATION 


Member National ON Eauipmoat Jobber Avcociation 











MISSOURI 





TRI-STATE EQUIPMENT COMPANY 

COMPLETE SALES & SERVICE OW QUALITY 
PETROLEUM DISPENSING EQUIPME 
ENGINEERING AND PLANNING 
SATISFACTORY INSTALLATION 


519 Southwest Bivd. KANSAS CITY &, MO. 
Balti 1-3568 
Member National 01! Equipment Jobber Association 
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Wrench is 16” long and contains a 
head mechanism that provides free- 
wheeling action. Pressure on the head 
of the tool activates the drive plug. 
Thirty teeth on the inner wheel allow a 
new bite position every 12 deg. Known 
as the “Rotahead.” P & C Tool Co., 
Portland, Ore. 


Circle No, 4 on coupon, page 166 


Car washer 


. . has spray unit that moves around 
the car automatically without impeding 
hand operations. Three trips around 
complete the job in ten minutes. A 
minimum of 16 lbs. water pressure is 
sufficient. Wohlert Corp., Lansing 5, 
Mich. 


Circle No. 5 on coupon, page 166 


Electric tailgate 


. . for %- and 1-ton trucks, lifting 
up to 600 Ibs, is geared to reduce 
battery drag. The unit, weighing 225 
Ibs, is said to provide better weight 
distribution and be longer wearing 
since there are no hydraulic lines, 
pumps or cylinders and all moving 
parts run on ball bearings. Reversible 


(Continued on page 168) 
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OHIO 





EQU ag heen Sy SALES CO. 


Akron 4, Ohio 


Hose and Service 
SALES—PARTS ENGINEERING SERVICE 





PENNSYLVANIA 





RUTLEDGE EQUIPMENT CO. 


334 Bivd. of Allies Pittsburgh 22, Po. 


Rutled Service Station Flood ts 
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Granco Pumps ag Meters—Air 
Compressors 








E. O. HABHEGGER CO. 
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PHILADELPHIA 30, PA. 

Engineering & Equipment 
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WEST VIRGINIA 





SMITH METERS 
H. H. TRUITT 
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Huntington 1. W. Va. 
Westinghouse Air Compressors 
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(Continued from page 167) 


motor has a built-in motor brake to 
prevent coasting. Mid West Body & 
Manufacturing, Paris, Ill. 


Circle No. 6 on coupon, page 166 


New transmission 


for heavy-duty International 
trucks, features an electro-hydraulic 
clutch and a torque converter in com- 
bination with a 5-speed syncromesh 
transmission. The clutch may be dis- 
engaged by a push-button under the 
gear-shift knob, eliminating the clutch 
pedal. The torque converter’s variable 
displacement oil pump transmits maxi- 


mum power at all speeds. Gear shifting 
is reduced to a minimum. A light vis- 
cosity lubricant, used both in the 
torque converter and the transmission, 
is said to absorb less power than stand- 
ard transmission oil. Jnternational Har- 
vester Co., 180 N. Michigan Ave., 
Chicago 1, Ill. 


Circle No. 7 on coupon, page 166 


Aerosol degreaser spray 


. for quick and safe removal of 
grease, oil and carbon from burner, 
pump and all electrical and mechan- 
ical parts. Designed for use by burner 
service men, the spray is said to be 
non-corrosive, non-flammable and safe 





for an investment of only “16. 4 per month 


WS 


a 


' You 


J can 


add $6,570 a 


~~ HUNTER 


TUNE-IN 


Your profits pay for it fast! 


> a HUNTER the 
PelateTiate) 7 r balancer for « 
$16.14 an 


and pay for it 


for painted surfaces. Manufacturer 
claims it will not short electrical equip- 
ment. Available in 16-0z. aerosol cans. 
Stewart-Hall Chemical Corp., P.O. 
Box 66 AC-7, Mount Vernon, N.Y. 


Circle No. 8 on coupon, page 166 


New flowmeter 


. is suitable for hard-to-handle fluids 
such as bunker oils, still bottoms and 
asphalt. Works on positive displace- 
ment principle. Available in sizes from 
1” to 6” for capacities up to 450 gpm, 
temperatures up to 660°F, and pres- 
sures up to 600 psi. The manufacturer 
guarantees accuracies of 0.25% in 1” 
sizes and 0.5% in 2” to 6” meters. 
Brooks’ Rotameter Co., Lansdale, Pa. 


Circle No. 9 on coupon, page 166 


Centrifugal pump 

. is described as lightweight, cor- 
rosion-resistant, self-priming and self- 
lubricating. Available in three ratings: 
%-, %- and 1-hp, with a choice of 
1” or 144” suction and discharge open- 
ings. The monobloc pump features an 
extra-heavy shaft and dual discharge 
openings for flexibility in piping. Both 


er $540 per n 


cars a day 


motor and engine-driven units are 
available up to 6” pipe size. Worthing- 
ton Corp., Harrison, N. J. 


Circle No. 10 on coupon, page 166 


your profits by bala 
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New MUMTBR Live-a-tine WHEEL ALIGNER 


puts your profits on the beam! 


Super-accurate light beam method for faster, easier wheel aligning! Priced to pay 
for itself quickly. In just 5 minutes, you can make a complete front end check—caster 
«.-camber...turning radius...king pin inclination... wheel track...toe...center steering. 


Select the group to fit your business 
No expensive installation needed ...save valuable floor space with a portable 


LP-Gas meter 


. designed for bulk measurement of 
LPG, has a capacity of 25 to 200 gpm 
and a working pressure of 600 psi. 
Registers non-electrically on a 6-digit 
totalizing and non-resettable mechan- 
ical counter. Built on the vortex- 
velocity principle of flow measurement; 
an accuracy of better than +1% is 


pthc Sac city di Ides hens.) dope yd up 
To HUNTER ENGINEERING COMPANY NPN-.47 
Hunter Avenue ond Ladve Road 

St. Levis 24, Missouri 


SEE YOUR JOBBER or mail covpon! Make more profits faster, 
steadier... with easy-to-use, trouble-free Hunter equipment! 
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DUPON 


One of a Series of Bulletins for the Petroleum Industry 


APRIL 1957 





Experiments reveal facts 
about carburetor icing 





GENERAL MANAGER 
ORGANIC CHEMICALS 
DEPARTMENT 





SAMUEL G. BAKER began his career 
in 1923 on a dynamite production line 
at the DuPont explosives plant in 
Washington. Six months later, he left 
the company to resume his university 
career. 

After graduating in chemical engi- 
neering from the University of Wash- 
ington, Mr. Baker returned to Du Pont 


in 1925 as a chemist at the Eastern 
Laboratory and the Repauno Works in 
Gibbstown, New Jersey. In 1939, he 
was named Director of Sales of High 
Explosives Manufacturing Division. 
Four years later, Mr. Baker joined the 
Electrochemicals Department, where 
he became General Manager in 1948. 

He became General Manager of the 
Photo Products Department in 1950. 
The Organic Chemicals Department is 
the third department Mr. Baker has 
headed. He was appointed General 
Manager of that department late last 
year. 


ADVERTISEMENT—Prepared for the Petroleum Chemicals Division of E. |. du Pont de Nemours & Company (Inc.) 


Recent experiments indicate that stalling due to carburetor icing oc- 


curs even in 55-degree weather. Moreover, they prove that DuPont 


DMF (dimethyl formamide) provides the motorist with protection 


against this type of hazard and annoyance. 
Stall-prevention is especially important in many cars having power 
brakes and power steering —both of which are less effective when the 


car-engine stops. 

















STALLS DUE TO carburetor icing often happen at the most inconvenient times, such as the rush-hour 
traffic jam in the parking lot above—caused by the stalled car at the exit gate. Our growing traffic 
congestion especially points up the need for eliminating situations like this. When DuPont DMF is 
added to gasoline, it effectively prevents carburetor icing stalls which occur under a wide range of 
temperature and humidity conditions. 


parts to freezing even on comparatively 
warm days. Generally speaking, tem- 
peratures from 22 to 55 degrees Fahr- 


Dimethyl formamide proved effective 
in low concentrations 


Its practical use concentration turned 





out to be under 0.10 volume per cent — 
in other words, less than three milli- 
liters per gallon! 

Long stalling season 
Conditions under which your custom- 
ers’ cars can stall also became clearer. 
The “refrigerant” action of gasoline can 
lower the temperature of carburetor 





enheit can lead to carburetor icing 
when humidity is 65 per cent or higher. 


Expanding de-icer market 


Motorists are showing an ever-increas- 
ing interest in gasoline performance. 
By anticipating a greater demand next 
fall for gasolines which contain anti- 
stalling agents, you can increase the 
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New Du Pont engine assembly demonstrates carburetor icing 











MARKETER: 
So this is the apparatus you use to dem- 
onstrate carburetor-icing characteristics 
of gasolines? 

DUPONT REPRESENTATIVE: 
Yes, it consists of a 1.6-horsepower en- 
gine connected to a small ice tower by a 
glass tube manifold. 








MARKETER: 


| see there's a build-up of ice on the little 
metal throttle plate in the tube... 


DUPONT REPRESENTATIVE: 


That's right. The fuel being tested con- 
tains no anti-icing additive — see, the en- 
gine just stalledi Now watch it take hold 
again when the DMF is added. 





Say, this unit would come in handy at our 
next dealer meeting ... 


DUPONT REPRESENTATIVE: 
We'll help you build one. You'll find it 
very convincing for selling dealers and 
customers on your new NO-STALL GAS- 
OLINE with DMF. 





Increased use of additives leads to 
greater yields of stable products 


When insoluble residues form in distil- 
late fuels, it usually means trouble for 
the user — and often for the supplier. 
Maintaining fuel stability is the key to 
solving this problem. And, in most 
cases, the use of additives has been 
found to be the most economical solu- 
tion. 


The trouble and the cure 


Residue formation is more of a prob- 
lem today than ever before because 
of the increased use of catalytically 
cracked stocks. Although cat-cracked 
stocks are as good as straight-run stocks 
in heating va ny they are generally less 
stable in storage. As a result, users 
experience troubles caused by sludge. 

In the case of domestic heating oils, 
for example, unstable stocks can lead 
to plugging of filters, nozzles and other 
parts. DuPont Fuel Oil Additive No. 2 
(FOA-2), a stabilizer and dispersant, 
inhibits the formation of those sedi- 


ments. 


Diesel fuels improved with FOA-2 
Users of diesel fuels also encounter sta- 
bility problems. The formation of in- 
soluble residues in cat-cracked stocks 
can lead to injector-sticking, build-up 
of undesirable deposits in combustion 
chambers and loss in engine perform- 
ance. Diesel fuel refiners are discover- 
ing that these problems, too, can often 
be overcome by the addition of 
DuPont FOA-2 to their cat-cracked 
stocks. 

FOA-2 is ideally suited for stabilizing 
all types of fuel oils. A small amount 
will not only prevent formation of resi- 
dues, but will disperse them as well. 
Thus it tends to rid oil-feed systems of 
any sludge that may have previously 
formed. 


Technical paper available 
As the need for greater fuel stability 
grows, you will be looking for the most 





Carburetor Icing 


number of your cold-weather custom- 
ers. Now is the time to anticipate the 
day when temperatures begin dropping 
below 55 and carburetor icing begins. 


Economy and reduced storage 
DMF offers two important benefits — 
economy and minimum storage-space 
requirement. The low volume concen- 
tration that’s needed represents a real 
saving in freight and blending costs. 


ADVERTISEMENT—Prep 





d for the Petroleum Ch 


And, because of the high efficiency of 
DuPont DMF, and the low concentra- 
tion required, little storage space is 
necessary. 


See the ‘‘demonstration” 
of DMF, top of page. 
A DuPont Petroleum Chemicals Divi- 
sion representative will be glad to give 
you more detailed information on 
DMF. You can contact him at any of 
our sales offices listed at right. 








economical way of obtaining it. In a 
technical paper entitled “Improving 
Fuel Oils through the Use of Addi- 
tives,” W. deB. Bertolette and J. D. 
Rogers describe additive treating as a 
relatively simple operating procedure 
and point out how economical it is 
compared to refining or other treating 
processes, 

To get your free copy of this paper, 
just send your request to any of our 
sales offices listed on this page. 


SALES OFFICES 
Chicago 3—8 So. Michigan Ave. RAndolph 6-8630 
Cleveland 15—25 Prospect Ave. SUperior 1-1363 
Denver 2—510 Mile High Center Bidg. AComa 2-2347 


Houston 2— 
705 Bank of Commerce Bidg. CApitol 5-1151 
Los Angeles 17—612 So. Flower St. _MAdison 5-1691 


New York 20— 

1270 Ave. of the Americas COlumbus 5-2342 
Philadelphia 2—3 Penn Center Plaza. LOcust 8-3531 
Pittsburgh 22—1 Gateway Center... ATlantic 1-2933 
San Francisco 4—111 Sutter St. ... .EXbrook 2-6230 
Seattie 3—4003 Aurora Ave. .... MElrose 6977 
Tulsa 1—1811 So. Baltimore Ave. ... .LUther 5-5578 
in Canada—Du Pont Company of Canada (1956) Lim- 
ited, Petroleum Chemicals, 85 Eglinton Ave. East, 
Toronto 12—Ontario ............. .HUdson 1-6461 


in Other Countries—Petroleum Chemicals Division, 
Export Sales, 7496 Nemours Bidg., Wilmington 98, 
Del., Olympia 4-5121, Ext. 2962 





Better Things for Better Living 
.». through Chemistry 


icals Division of E. 1. du Pont de Nemours & Company (inc.) 


Printed in U. S. A. 





Equipment 


claimed. Small and lightweight, no 
mating parts, and not dependent on 
maintenance of clearances. Rotron 
Controls Corp., Woodstock, N.Y. 

Circle No. 11 on coupon, page 166 


Propane transport 


. manufactured of T-1 steel—a 
new lightweight, high-tensile steel ap- 
proved for LP-gas—is designed for 
minimum deadweight, decreased wind 
resistance and increased capacity. 
Master Tank & Welding Co., 1612 
Singleton Blvd., Dallas, Tex. 

Circle No. 12 on coupon, page 166 
’ 


eve 


Bituminous distributor 


. . . incorporates a new system of tank 
and spray bar circulation. Manufac- 
turer claims that constant circulation 
in the tank provides uniform temper- 
ature rise, and prevents local over- 
heating. Even heating is maintained 
while recirculating material through 
dual line spray bar, which creates par- 
allel flow and uniform nozzle pressure. 
Seaman-Gunnison Corp., Milwaukee 
15, Wis. 

Circle No. 13 on coupon, page 166 


Two submersibles 


. » » have been added to the Erie 
“Removo” line of remote pumping 
units. The new %- and %-hp units 
supplement the %-hp Erie remote 
pump to give a complete choice of 
sizes. New feature for all sizes is a 


built-in combination check and pres- 
sure-relief valve. Removing the column 
assembly does not disturb the check 
valve, thus keeping fuel in the line at 
all times. To free the column assembly 
for removal, it is only necessary to 
loosen two cap screws at the discharge 
head. Two eye bolts serve to break the 
column seals and act as lifting lugs. 
Full description of the entire line is in 
Catalog 1632. Erie Meter Systems, 
Inc., Erie, Pa. 

Circle No. 14 on coupon, page 166 


Point-adjusting tool 


. . . just developed: facilitates adjust- 
ment of points in the Delco-Remy 
distributor through the distributor win- 
dow. A rotating shaft is enclosed in a 
20” tube which enables the operator 
to see his dwell meter. A 3” flexible 
tube permits easy setting in close clear- 
ance. Designed to help prevent burns 
and shocks. Herbrand Tools, Fremont, 
Ohio. 

Circle No. 15 on coupon, page 166 
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Blackmer GX3 pump units are the heart of the system that fuels helicopters at 
the Port of New York Authority's first commercial heliport. This close-coupled, 
helical gear driven pump will handle 250 GPM of aviation gasoline when 


operating at 640 rpm. 
This Blackmer unit was chosen because of its high safety factor, favorable 
positive displacement and easy maintenance. 


THE GX3 UNIT FEATURES: 

© Blackmer sliding vane design which 
provides for an automatic 
“self-adjustment for wear” 

© Heavy-duty sealed type anti- 

® Cartridge type mechanical shatt seals 

® Unusually high mechanical efficiency 


Gray 


ii fe 
ee es 


equipment 





| 7 N “ e 
INDUSTRIAL, HAND AND TRUCK PUMPS, STRAINERS, PRESSURE CONTROL VALVES 
BLACKMER PUMP COMPANY, GRAND RAPIDS 9, MICHIGAN 
DIVISION SALES OFFICES 
NEW YORK « ATLANTA + CHICAGO « GRAND RAPIDS » DALLAS « WASHINGTON ¢« SAN FRANCISCO 
See Yellow pages for your local sales representative 
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Wireless intercom 


. System operating on any one of 
six channels, without interferring with 
other communication within the sys- 
tem, is now available for offices and 





warehouses. New model, says manu- 
facturer, offers selective communica- 
tion, conference calls and paging, plus 
a circuit that suppresses line noises and 
hum while operating or on stand-by. 
System can be set up for use by plug- 
ging into ordinary electrical outlet. 
Talk-A-Phone Co., 1512 §S. Pulaski, 
Chicago 23, Ill. 

Circle No. 16 on coupon, page 166 


Dipstick heater 

, featuring a cartridge-type nickel- 
chrome resistance element, rated at 
100-w, is designed to begin all-night 
operation while motor and oil are still 
warm and use about one kw power per 

















FIG. 143 


FIG. 242 














Emergency Valves. 
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Bulk Plant Fire Losses can be 
minimized by the installation 
of Morrison Escapement and 


PROTECT YOUR BULK PLANT NOW. 


Details furnished on request. 


| 


















































MORRISON BROS. COM PANY 
EQUIPMENT HEADQUARTERS 
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night. The unit fits any dipstick hole 
diameter of %e” or greater and comes 
in 13” and 20” lengths. Phillips Mfg. 
Co., Inc., 2816 Aldrich Ave. S., Min- 
neapolis 8, Minn. 

Circle No. 17 on coupon, page 166 


Literature .. . 





DuPont's “Hypalon” 


. and neoprene synthetic rubber are 
concisely described in a new booklet 
which provides illustrations and charts 
of the use, chemical resistance and 
properties of these elastomers. E. J. Du 
Pont de Nemours & Co., Wilmington 
98, Del. 


Circle No. 18 on coupon, page 166 


Facade lighting 


. equipment for service stations is 
illustrated in a 12-page catalog, show- 
ing actual installations and giving con- 
struction details. Guardian Light Co., 
500 North Blvd., Oak Park, Ill. 
Circle No. 19 on coupon, page 166 


Pump catalog 


. . is available in pocket size covering 
complete line of electric and hand 
pumps, pump and tank outfits for gas- 
line, kerosine, and lube oil, together 
with grease equipment and pump and 
tank accessories. With this convenient 
size booklet, says manufacturer, you 
can choose at a glance the unit that 
best suits your needs. William M. 
Wilson’s Sons, Inc., Lansdale, Pa. 
Circle No. 20 on coupon, page 166 


LP-Gas pump bulletin 


. covers a line newly listed by 
Underwriters’ Laboratories, Inc. List- 
ing includes a complete line of rotary 
vane-type pumps for tank truck, bottle 
filling and bulk plant use. Features are 
cartridge-type mechanical seals, heavy- 
duty bearings at both ends of shaft, 
non-metallic sliding vanes self-adjust- 
ing for wear, and easily replaceable 
wearing parts. Bulletin 500 includes 
construction features, performance 
data and installation instructions. 
Blackmer Pump Co., Grand Rapids 9, 
Mich. 

Circle No. 21 on coupon, page 166 


New Erie pumps 


. known as the Continental line, 
feature a wider, larger, free-form dial 
with larger numerals. A_ trapezoid 
shape for the dial window was selected 
by Wilbur Henry Adams, industrial 
designer, because it is identified with 
the modern trend in automotive styling 
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of windows, windshields and instru- 
ment panels. Dial face slopes back- 
ward at the top to permit full, shadow- 
less illumination. New Series 840 is 
available in both Aristocrat and 
Standard models for suction type 
pumps or dispensers for push pumping 
systems. Line is described in Bulletin 
1633. Erie Meter Systems, Inc., Erie, 
Pa, 

Circle No. 22 on coupon, page 166 


Manufacturers .. . 





This year is the 
twenty-fifth anni- 
versary for Ever- 
Tite Coupling 
Co., Inc., New 
York. By way of 
celebration, presi- 
dent John T. 
Krapp is taking 
on more office 
space in the form 
of a new confer- 
ence room. 

The new conference room boasts 
some unusual features. Most talked 
about are the stained-glass windows 
studded with gold-plated models of 
Ever-Tite couplings. 

Ever-Tite’s volume last year was up 
40% , and this year is reported running 
50% ahead of 1956. To keep up with 
growth, the staff—consisting of Grace 
Mullins, vice president, and James 
Buchanan, sales manager—has been 
expanded by the addition of Arthur 
Kendrick, Jr., whose title is assistant 
sales manager. 


New quarters for Southern Supply & 
Equipment Co., Inc., are at 541 Bishop 
St., N. W., Atlanta 15, Ga. New phone 
is TRinity 6-6733. The modern, sprink- 
lered building gives the company 
10,000 sq. ft. of warehouse and office 
space. Southern handles gasoline 
pumps, lights, air compressors, lifts, 





Another 
ather-and-Son* 7 
RICHFIELD 
Distributor 
Team 


Mapping Strategy: jennings B. Lineberger, head of J. B. Lineberger, Inc., Richfield 
Distributors of Lakeland, Florida, uses map to discuss potential of marketing area with his 
children. Left to right: son “Buddy”, Mr. Lineberger, daughter Mrs. Jenny Lineberger Shores, 


and son Donald. 


*and daughter 





No crystal ball needed 


“Most Promising Future” 


says Jennings B. Lineberger 


“Back in 1954, when we were on 
the look-out for a gasoline and oil 
distributorship, we were mighty 
choosey,” relates Jennings Line- 
berger. “Most important, I wanted 
to assure a sound future for my chil- 
dren. I wanted to handle top-quality 
products, wanted to become associ- 
ated with a company that provided 
plenty of cooperation, yet left us 
really independent. 


“After carefully considering all 
companies, we signed up with Rich- 
field. And am I tickled we did! The 
Richfield name has instant accept- 


ance. The Richfield people cooper- 
ate in every way possible. They 
advise us, advertise and merchan- 
dise for us. And “Buddy”, Jenny 
and Don look forward confidently 
to stepping into the saddle when I 
step down for retirement. Any man 
who’s offered an Independent Rich- 
field Distributorship should leap at 


| had 


the opportunity! 


WOULD YOU like to become an 
Independent Richfield Distributor ? 
Let us tell you about all the ad- 
vantages. Write, wire or phone us. 
Don’t delay — do it today! 


RICHFIELD 


OIL CORPORATION OF NEW YORK 


579 FIFTH AVENUE, NEW YORK 17, N. Y. 





valves, fittings, hose and other related | $erving the Eastern Seaboard from Maine through Florida 
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THIS 1S THE DISPENSING SYSTEM 
THAT OBSOLETES ORDINARY METHODS! 


Now — from Roper — a hydraulic dispensing system that increases deliveries 
per day as well as pump service life, and at the same time decreases operator 
effort and parts maintenance. This is the method that obsoletes bulky, costly, 

power .. . makes for really easy-going operation where a single 
WG ib che canted bower eceeee. You owe it to your profit picture to see 
how the Roper method affords installation convenience, dependable oper- 
ation, and on-the-job economies not available in other systems. Get in touch 
with the Roper representative nearest you. He’ll be glad to go over your re- 
quirements and show you how you can improve your fleet at reasonable cost. 


COST SAVING FEATURES 


1. Operates one or more pumps or reels 5. Offers greater flexibility and convenience 





2. Explesion-proof at no extra cost 6. Power input is oth and shockl 
3. System increases product pump life 7. Convenient dual system for split loads 
4. Eliminates auxiliary engines 8. Drives other makes of pumps 

6 Models to 12 H.P. — 200 ro 800 R.P.M. 


Lop== GEO. D. ROPER CORPORATION 
474 Blackhawk Park Avenue 


a Mp ROCKFORD, ILLINOIS 
Ed & : 





Equipment 


oil equipment items. Eighteen resident 
salesmen cover seven southeastern 
States. 

Vice president and general manager 
is Tom Myers, who joined Southern in 
1947 after 17 years with Bennett 
Pump. Other key personnel are T. P. 
Willis, sales manager; H. W. Freck, 
purchasing agent; James T. Briant, 
sales promotion manager; Elmer 
Knight, auditor; and Hugh Owens, 
warehouse manager. 


& 

Wayne Pump Co. has started pro- 
duction of a special order for 10,000 
gasoline blending pumps for the Sun 
Oil Co. As a result of its Florida ex- 
periment last year, Sun is moving to 
offer a choice of five grades of gasoline 
throughout its 21-state marketing ter- 
ritory. 

Wayne will reactivate the plant it 
occupied in Salisbury prior to the com- 
pletion of the new plant last year. Fill- 
ing the order will boost Wayne’s total 
pump output by about one-third, ac- 
cording to William T. Thornton, SJr., 
vice president. Mass production is ex- 
pected to get underway late this year. 

No information concerning price of 
the blending pumps has been disclosed 
Wayne previously quoted a price of 
$1,200 each on a modified model ex- 
hibited to oil marketers in New York 
City. Missing from this model was the 
special tower mounted on top of the 
Sun pumps, housing two oversize visi- 
gages. 


Personnel . 





Milton A. Phil- 
lips has been ap- 
pointed Eastern 
representative for 
Warner Lewis 
Co., a division of 
Fram Corp. Prior 
to this, Phillips 
served as sales 
manager with the 
company in 
Tulsa, Okla. In 
his new assign- 
ment, he will 
supervise activities in Pennsylvania, 
New York and the Middle Atlantic and 
New England states. The company 
manufactures filters, water separators, 
and meter calibrating tanks. 


e 

Edwin C. Hirschoff has joined 
United Petroleum Gas Co., Minne- 
apolis, as advertising manager for the 
firm’s wholesale, retail and manufac- 
turing division. After serving as adver- 
tising manager for D. W. Onan & Sons 
for 11 years, he organized his own 
advertising and publicity firm in 1954. 
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United Petroleum Gas Co. distributes 
LP-Gas and equipment wholesale | 
throughout twenty midwest states | 
served by eight branch offices. 

a 


William R. 

Mickel, Jr., East- 

ern division man- 

ager for Tokheim 

Corp., received 

the company’s 

1956 progress 

award for out- 

standing work in 

“planning, organ- 

izing and direct- 

ing the activities 

of the Eastern di- 

vision.” Mickel is also a vice president 
of the company’s European subsidiary. 

* 

Herbert Parker 

has been named 

Atlanta district 

manager of Rock- 

well Manufactur- 

ing Company’s 

meter and valve 

division. Parker 

joined the com- 

pany in 1937, and 

has been a sales 

engineer in the 

Atlanta, Ga., dis- 

trict office since June 1950. He has 
also served in the Houston, Tex., and 
Tulsa, Okla., district offices. He spent 


four years in the United States Army pers s- 4c leq . a 7 mes 


in World War II, attaining the rank 


of captain. 

° USES H-R HOSE 

A chain-action reorganization has 

taken place in Goodyear’s Industrial & > 4 ¢ a U S $ Vv Ee LY 
Products division, following the recent 
election of Sam DuPree to vice-pres- 
ident of thefirm. R. B. Warren replaced 
DuPree as general manager. Appointed : ; ; z aga 
0 new eae are: O. A. Schilling, sales All Hugh Breeding, Inc., trailers hauling gasoline, fuel oil, jet fuel, 
manager; H. R. Comstock, assistant hot road oil, and similar petroleum products are equipped with 
sales manager; R. E. Chapman, man- Hewitt-Robins Maltese Cross Tank Car Hose. And Maltese Cross 


, Centrai region; and R. E. Mercer é ; 
Geseaons 20 pl cate Propane-Butane Hose is standard on all LPG trailers. 


_ Schilling has been with Goodyear Both types of H-R hose provide peak performance demanded by 
since 1939, serving as district and re- petroleum haulers. Their safety, flexibility, and ease of handling are 


ee ak sane 7 ng ye appreciated by drivers. Their stamina, built-in toughness, and long 


been salesman, district division man- service life appeal to cost-conscious management. To find out how 
ager and formerly Central sales man- H-R products and services can help you, consult your classified 


or peary omg A oe 4 telephone directory for the nearest H-R representative, or contact 
came manager of hose sales in 1950. Hewitt-Robins, Stamford, Connecticut. 

Mercer joined the company in 1947 as 

a field representative, and was ap- 

pointed assistant manager of hose sales 

in 1953. 
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- nag garb gasp - CONVEYOR BELTING AND IDLERS...POWER TRANSMISSION DRIVES 
oldren P INDUSTRIAL HOSE...VIBRATING CONVEYORS, SCREENS & SHAKEOUTS 
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A SURE WAY to DIG 


for better oil volume, 
profits and repeats! 


Here’s a really superior HD 
solvent refined, additive type 
motor oil that’s got “what it 

@ takes’’ to fully protect any 
and all motors, and help your 
salesmen and their customers 
win and hold more oil business. 





Available in tank cars, trans- 
ports, drums and refiner- 
sealed cans. 


UNDER YOUR BRAND OR OURS 
Base oils for blending and a com- 


plete line of petroleum 
also available. — 


CANFIELD OIL COMPANY, cteveann 27, omo 


Bulk and Packaging Plants: — 
CLEVELAND, OHIO, CORAOPOLIS, PA., JERSEY CITY, N. J., MEMPHIS, TENN. 


ASK ABOUT CANFIELD’S COMPLETE LINE OF PETROLEUM PRODUCTS 








h n 
Only AV E R-Tl T E duncl Be alings 


can make all these claims 


Superior quality 
—precision machined 


Uniform wall thickness 
—no weak spots 


Extra heavy reinforcing rim 


Larger diameter cam ears 
for longer service life 


Extra 
Hi-Strength 
. forged 
handles 
—dgreater 
economy 


Stainless 
Steel pins 


—greater 


safety and 
longer 
service 


Uniform heavy wall thickness 
—no weak spots 


Recess retains gasket 
in coupler and assures 
proper placement 


Superior quality 
—precision machined 
—accurate tolerances 


EVER -TITE COUPLING CO. INC., 254 WEST 54th STREET, NEW YORK 19 
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Equipment 


sentatives for the Garland, Tex., and 
Fullerton, Calif., sales districts of 
American Meter Co. Rouse was for- 
merly associated with the Federal Bu- 
reau of Investigation and Boeing Air- 
plane Co., and is a graduate of Denver 
University. Coldren was previcusly 
with Burlington Mills Co., and was 
graduated from Los Angeles State Col- 
lege. Both men attended the company’s 
training school. 
* 

James Pearcy has been named man- 
ager of the St. Louis branch factory of 
the Fruehauf Trailer Co. He has been 
sales manager in that branch for the 
last two years, and has been associated 
with the company since World War II. 
He also served as a salesman at the 
Chicago branch and as product sales 
manager in the company headquarters 
in Detroit. Pearcy, a former college 
and professional football player, won 
four decorations while serving with the 
Marine Corps. 

a 

William H. Moore has been pro- 
moted to field service manager of the 
Arolube division of Aro Equipment 
Corp., Bryan, Ohio. His department 
will be responsible for establishing and 
maintaining all field service and*instal- 
lation facilities for users of the com- 
pany’s lubricating equipment. After 
discharge from the Army in 1945, 
Moore returned to Aro where he had 
been a machinist and entered the fac- 
tory service department. Prior to this 
promotion, he specialized in field serv- 
ice development. 

a 

C. Tom Bruce has been appointed 
Southeastern regional sales manager of 
the automotive equipment division of 
Gray Co. He will be in charge of Gra- 
co operations from the Atlantic coast 
states to Texas, and from Kentucky 
and Virginia to the Gulf. His head- 
quarters will be at the company’s At- 
lanta factory branch. Associated with 
the automotive equipment field for 
over 20 years, Bruce has been a dis- 
trict sales manager for the past ten 
years. 

o 

Robert B. Kitzmiller has been named 
Los Angeles district sales manager and 
A. J. Komich has become gas products 
manager of Rockwell Manufacturing 
Co.’s meter and valve division. Kitz- 
miller, who has served as gas products 
manager, district manager and branch 
office sales manager, joined the com- 
pany in 1934 as production clerk. 
Komich has been with the company 
since 1946 as sales’ engineer, products 
supervisor and assistant product ne 


ager. 
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The East 


Another Kind of Sliding: Scale Bows In 


TIDEWATER Oil Co.’s eastern divi- 
sion appears to be trying out a modi- 
fied sliding-scale margin for jobbers: 
Tidewater’s 
marketing brass is 
hedging, however. 
“We do not have 
a policy of grad- 
uated margins,” 
says an Official. 
“We think it has 
merit and are 
studying it.” 
Graduated 
margins may not 
yet be company 
East Coast Editor policy, but some 
Flying “A” jobbers do have such a 
scale in their new contracts. 

Under such contracts, margins go 
from a low of 1.75¢ a gal. to a high 
of 3¢ a gal, depending on posted 
dealer’s price. Contracts do not have 
separate scales for premium and reg- 
ular gasoline. “But,” says one jobber, 
“we still get 0.5¢ more a gal. on pre- 
mium. They bill us 2¢ a gal. more than 
regular and we sell it for 2.5¢ a gal. 
more.” 

Here’s the sliding scale set-up one 
of Tidewater’s jobbers accepted: 


Posted 
dealer’s 
price 


Jobber’s 
discount 
(all on per gal. basis) 

Below 10.9¢ 1.75¢ 

10.9¢—11.5¢ 2.0¢ 
11.6¢—12.0¢ 2.25¢ 
12.1¢—12.5¢ 2.375¢ 
12.6¢—13.5¢ 2.5¢ 
13.6¢—14.5¢ 2.625¢ 
14.6¢—16.5¢ 2.875¢ 
16.6¢ and over 3.0¢ 


Says one jobber: “We snapped it 
up, because it was something we were 
fighting for. We're willing to try it out. 
The one fault with the new deal is 
that there is an upper limit on your 
margin.” 

His graduated margin differs from 
that advocated last May by National 
Oil Jobbers Council and the one put 
into effect a short time later by Phillips 
Petroleum. NOJC suggested margins 
go up or down 0.1¢ with each 0.5¢ 
tank wagon move for an even 20% 
increase or drop in each step. Phillips’ 
plan calls for a 20% change with each 
tank wagon move. 

But the graduated scale under which 
some Flying “A” jobbers now operate 
works differently: 


Per cent 
increase 
each step 


Steps in 

posted 

price 
Ist step: 0.6¢ 
2nd step: 0.4¢ 
3rd step: 0.4¢ 
4th step: 0.9¢ 
Sth step: 0.9¢ 
6th step: 1.9¢ 
7th step: — 


Increase in 
margin (cents) 
0.25¢ 41.6% 
0.25¢ 62.5% 
0.125¢ 31% 
0.125¢ 14% 
0.125¢ 14% 
0.25¢ 13.1% 
0.125¢ — 


After the Margin Boosts 


Jobbers whose suppliers have upped 
jobber margins by as much as 0.25¢ 
a gal. have mixed reactions about the 
move. 

They're happy to get the increase 
—which, they say, is long overdue. 
But they don’t understand why, ex- 
cept for one supplier, those who an- 
nounced higher margins limited the 
hike to house brand gasoline. 

Tidewater Oil Co. is the exception, 
moving from 0.15-0.25¢ a gal. on 
both brands. Sun Oil Co., with only 
one grade in most of its marketing 
area, also moved up in _ varying 
amounts, with a weighted average in- 
crease of 0.3¢. 

Jobbers whose suppliers did nothing 
are very unhappy. “We are madder 
than hell,” says one of them. “We're 
screaming loud and clear but it doesn’t 
do us any good.” A few admit they are 
thinking seriously of changing brands. 

Those getting higher margins on 
regular-grade gasoline sound off like 
this: 

“It costs us just as much to put in a 
premium-grade pump as it does a reg- 
ular-grade pump.” 

“Now with the increase of 1¢ a 
gal. in the price of product, we have 
more money tied up in premium-grade 
gasoline.” 

“Our costs of doing business have 
gone up for all products, not just reg- 
ular gasoline.” 

“Even with the higher margin on 
regular gasoline, margins are not 
higher enough for a jobber to make 
any progress, to go out and buy prop- 
erty and build stations.” 

“On the average a jobber is getting 
about 0.5¢ a gal. more than he was 
getting in 1940.” 

“We will still have to cut our mar- 
gins to meeting major-oil company 
competition on consumer accounts. 
Price-cutting today is a battle between 
major companies to keep their refin- 
eries going.” 
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One jobber estimates the increased 
margin will add about 10% to his net 
before taxes. It looks like a big figure 
when expressed as a percentage, but 
it will only increase his net from 2% 
to 2.2%. “It doesn’t mean a heck of a 
lot”, is the way he puts it. 

A check with other Eastern jobbers 
—those handling heating oil—shows 
that all didn’t add a couple of points 
for themselves to the 1¢ a gal. hike 
of that product. “That 1¢ hike was 
pretty well spelled out in newspaper 
stories so we couldn’t do much about 
it,” says one heating oil jobber. 

Some jobbers and distributors, how- 
ever, did add at least 0.2¢ to cover, 
they said, higher costs of doing busi- 
ness. Most of these hikes were made 
in the New York City-New Jersey area. 

But jobbers selling heating oil in 
areas where natural gas has a big 
price advantage kept the boost down 
to 1¢ a gal. 


it’s Still Oil Heat 

Automatic oil heat is still top dog 
in the home-heat market in Baltimore, 
according to Oil Heating Market Re- 
ports consumer attitude survey, in 
which more than 450 homeowners and 
tenants were checked. Fuel preferences 
stack up like this: 57.4% use oil, 
38.3% gas, and 4.3% coal. 

The survey shows oil heat is more 
popular than other fuels in the older 
homes, those occupied for more than 
five years. In total use of all fuels, 
74.5% of the old use oil, 17.9% are 
gas heated and 7.6% cling to coal. In 
total use of each fuel, 59.8% of oil 
installations and 21.6% of the gas 
units are in older homes. 

Twenty-four per cent of those inter- 
viewed changed fuels while in their 
present home, with 67% switching to 
oil and 32% going to gas. The big rea- 
sons for the switch to oil were conven- 
ience, comfort and economy. 


Double Duty 

De Blois Oil Co., heating oil dealer 
in Providence, R. I., is using a com- 
pany slogan to get plane spotters for 
the Continental Air Defense Com- 
mand. 

Its “Service That Never Sleeps” 
slogan reminds residents of the city 
that they should sign up as skywatchers 
with their local Civilian Defense group. 
The message appears on a large bill- 
board near the state capital grounds. 
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The Southeast 





‘Up the Road a Piece’ 


A. T. HAWKINS really means it 
when he says he’s moved his business 
to a new location. The Goldsboro, 
N.C., consignee 
and station owner 
has done just that 
—-station and all. 

By successfully 
picking up his 
two-bay station 
and moving it al- 
most half a mile 
to a new location, 
Hawkins solved a 
problem that will 
be facing more 
and more distrib- 
utors and deal- 
ers as the federal highway program 
alters the face of the nation’s road 
system. 

The Hawkins station, a standard 
“EM” Texaco type, was doomed by 
the relocation of the intersection of 
U.S. 117 and U.S. 70. So Hawkins 
moved it some 2,000 feet up the 
highway. 

“I was. fortunate,” Hawkins says, 
“in having available a contractor who 
was clearing the highway right-of-way 
and had the necessary equipment and 
know-how.” The building, about 48 
ft. long and 27 ft. wide, was con- 
structed of 12-inch concrete blocks 
and covered with porcelain. 

Here’s how the building was pre- 
pared for the move. Two heavy, re- 
inforced steel “I” beams of single- 
construction were installed under the 
building a foot above the floor level. 
Placed parallel (10 ft. apart) along the 


By Charles T. Dixon 
Southeast Editor 


center line, they extended through the 
outside walls. Crossbeams of wood 
were mounted through, on either side 
of the bay doors, resting on the “I” 
beams. The glass front and side of the 
salesroom were removed. This prep- 
aration required eight and a half days. 

Several hydraulic jacks, placed under 
the “I” beam, lifted the building over 
three feet, allowing the workers to 
place pneumatic tires mounted in sets 
of four on a disc (similar to a caster) 
under the beams. 

Hawkins had no difficulty in ob- 
taining permission from the state high- 
way department to block the road for 
an hour, since construction was going 
on. However, he had not calculated 
the weight of the building and hauling 
equipment, and there was a small 
highway bridge which had to be 
crossed. Fortunately the location of 
the tire sets equalized the weight so 
that no difficulty was encountered. 

When the building was set on its 
new location, a foundation was dug. 
Once the concrete had set, a floor was 
poured and new blocks were built up 
to the base. The beams could then be 
removed. Although most of the two 
months lost from operation were 
spent waiting for the foundation to set, 
Hawkins was able to make several 
improvements over his previous sta- 
tion. He replaced almost all wooden 
frames and doors on the outside with 
metal and made a few interior changes. 
There was almost no damage to the 
porcelain tiles, which remained at- 
tached during transit. 


On today’s market, a new station 


A. T. Hawkins’ station gets rolling up the road 
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like Hawkins’ would cost around 
$21,000. For about $7,000 he was 


Taxing Trouble for Stamps 
Tennessee i is really giving the stamp 


fensive” tactics of out-of-state lobby- 
ists for the trading stamp companies. 

The law levies a 2% gross receipts 
tax on merchants giving trading 
stamps unless they redeem the stamps 
themselves either for cash or their own 
merchandise. It also raises the privil- 
ege tax on trading stamp companies 
from $900 to $1,800 a year for each 
office or store they maintain. The law 
becomes effective August 1. 

The state senate voted 28 to 2 for 
the bill, while the house supported it 
86 to 5 after a public hearing by a 
legislative committee. The public 
hearing was forced by embattled 
housewives—inspired partly by Sperry 
& Hutchinson Co., the country’s lead- 
ing stamp house. 

S&H took full-page newspaper ads 
telling women, “They're trying to take 
away your stamps.” It also made con- 
tributions to women’s club treasuries 
“in appreciation” of the clubs’ help in 
fighting the bill. Nine retailing groups 
backed the law. 

The efforts of S&H and other stamp 
companies backfired when legislators 
began to complain of “undue pressure” 
to vote against the anti-stamp law. In 
signing the bill, Gov. Clement said, “I 
believe that all of us should attempt to 
uphold honor and integrity in govern- 
ment. Some of the tactics employed 
by one or more persons from outside 
of Tennessee who were opposed to 
the bill were offensive to those who 
believe in good government.” 

The governor expressed doubts 
about the constitutionality of the 
measure, and also said, “I am opposed 
to using the taxing power to put any 
one out of business.” 

That will probably be the effect of 
the law, but the stamp companies in- 
dicate they will test the act’s constitu- 
tionality as soon as possible. @ 
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The West 
Carter Treks West 


CARTER Oil Co., Jersey Standard’s 
subsidiary in the Rockies, has moved 
westward and reached the Pacific 
Coast. Two service stations are already 
operating in the Seattle area and bids 
have been received for two stations 
in Portland, Ore. 

These are just the first steps in a 
full-scale ten-year effort to capture a 
slice of the Pacific Northwest market. 
Carter will spend $5-million in the 
next few months on construction and 
property acquisition already under 
way in the Portland and Seattle areas, 
according to president John W. Brice 
of Tulsa. 

The company expects to have 50 
new service stations built and in 
operation by summer, with more to 
come. Bulk plants will be established 
throughout the area; an 83-man mar- 
keting staff has been set up with dis- 
trict offices at Seattle, Portland, 
Eugene, Ore., and Salem, Ore. Divi- 
sion offices will be in Seattle. 

‘ Supplies will come from the com- 
pany’s refinery at Billings via the 
Yellowstone products pipeline to 
Spokane (Carter is well established in 
eastern Washington), and from the 
Vancouver refinery of Imperial Oil, 
Ltd., another Jersey subsidiary. 

Carter made a two-year study be- 
fore picking the coastal section west 
of the Cascade range for its first 
move. The area has an industrial 
growth rate of 38% since World War 
II. Jersey Standard officials would 
not indicate if or when the subsidiary 
might move south into California. 
the first time a Jersey company’s ever 
One commented, however, “This is 
the first time a Jersey company’s ever 
been in sight of the Pacific. I don’t 
know that the competition’s too happy 
about that.” 

Carter expects to stick to lessee 
operations for its retailing, though 
some stations may be operated by 
salaried personnel at the start. ad 


The Midwest 
Standard Moves In 


STANDARD Oil Co. (Indiana) has 
moved into its new $2-million building 
in Minneapolis. Furthering regional 
centralization, the new two-story 
structure houses 492 employes, about 
half of whom have been transferred 
from Duluth, Minn., Huron, S.D., and 
Fargo, N.D. 

The entire Mankato, Minn. office, 
including sales, was moved. In addi- 





tion to regional accounting operations, 
the new office will handle Twin Cities’ 
sales, and a new local buying office 
will increase spending in the region. 
Standard, which has 2,224 employes 
and 2,887 dealers in the region plans 
to erect a large packaged-products 
warehouse in the Minneapolis area. 


New Slant on Taxes 


An oil industry spokesman in Ohio 
comes up with some interesting facts 
on gasoline taxes in that state. 

In 22 days of any month, he says, 
Ohio gasoline stations collect as much 
taxes as they did during 1925 when 
the first 2¢ state tax was levied. 


Regions 


What’s more, they collect at the rate 
of $1-million tax every 38 hours to 
bring in an estimated $145-million this 
year from the 5¢ state tax and another 
$230-million from the 3¢ federal tax. 


More Midwest Expansion 


e Southwest Grease & Oil Co., 
Wichita, Kan., is completing a new 
plant adjacent to its present location. 
Integration of the new plant is ex- 
pected to increase lubricant produc- 
tion 35% over existing facilities. 

@ Ohio Oil Co. has officially opened 
its new Marathon marketing head- 
quarters in Lansing, Mich. al 
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Engineered for DEPENDABILITY 


Known for QUALITY 


er Service Station Lighting Equipment 
All Weather Horizontal “T” Lights 
© High Intensity Fluorescent Flood Lights 
* Auxiliary Fluorescent and Incandescent Lights 
for Outdoor and Indoor Application 
Facade Lighting 


COMPCO CORPORATION 


2251 West St. Powl Avenue — Chicago 47, illinois — VU. S.A. 
Manvtacturers of Fine Lighting Equipment for Over 25 Yeors 
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Ylow the ALL-ALUMINUM 


Shyliner 


Available in One-Piece Units 


of 4, 8, 12 and 16 Feet! 


FY eae 


Exclusive Steber sliding pole 
fitter fastens anywhere along 
fixture channel. Service knock- 
outs are provided along the 
entire fixture channel. 


Center rib is quickly re- 
movable allowing lamps 
to be taken out in any 
ig 2 order, straight down. 








Light any Station Brighter 
Retain Top Efficiency and 


New Appearance Indefinitely! 


Steber wrap-around doors provide up to 60% more light emitting 
area than any other unit—-give you more attraction and selling light for 
your station than ever before available. 


All aluminum extruded chassis and door frames. Aluminum cover 
and exclusive Steber Anodal electro-chemically finished aluminum re- 
flectors are impervious to corrosion. Door panels are ribbed, highly 
impact resistant Tenite II providing maximum light transmission factor. 


Steber Skyliners give you all these advantages: 
@ Beautiful Modern Design 
@ Fully Enclosed Factory Wiring 
@ Leveling Device 
@ Sliding Pole Fitter 
@ Lighter Weight 
@ Single unit lengths up to 16 feet 
@ Any length available in multiples of 4 feet 
@ Removable center ribs for quick relamping 





The Complete Steber Line Includes: 


¢ Steberlite Sealed ¢ Open & Enclosed 
Beam Units Floodlights 


* Elliptical Floodlights | * Mushroom Lights 














/STEBER\ 





STEBER MANUFACTURING CO. 


Dept. 88, Broadview, Illinois 
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STEBERLITES 
Steberlites can be mounted singly 
or in clusters up to six. Top 
channel of Skyliner is tapped 
and fitted with 5 closures per 8' 
section, 


Write for 
Steber ‘“'T’’-light 
Catalog Data 


STEBER MANUFACTURING CO. 
OF CALIFORNIA 
242 So. Anderson St., 
los Angeles 33, California 
STEBER-WOODHOUSE LTD. 
33 Ingram Drive, Toronto, Canada 
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The Southwest 


Oil That Glitters 
Is Not Gold 


AT FIRST BLUSH, you'd think oil 
marketers operating along the Texas- 
Louisiana Gulf Coast (dubbed the 
“Gold Coast” by 

some of its more 
ardent boosters) 
were located in 
an oil _ seller’s 
paradise. There 
just seems to be 
no end in sight to 
the area’s tremen- 
dous, mushroom- 
ing growth. 

What makes 
this two-state 
coastal area so 
attractive at first glance to a marketer 
from another, slower-growing part of 
the country is this: 

® From Corpus Christi, Tex., to 
New Orleans, there is currently an 
almost fantastic growth in the petro- 
chemical industry. This industry, an 
offshoot of the big oil refining that 
has grown up in the area over the 
past few decades, seems to have un- 
limited potential. When one plant is 
put in to process raw materials into 
products, it turns out other raw ma- 
terials that call for other plants to 
process them. 

e Then there is the big hunt for 
offshore oil in the Gulf of Mexico. 
This has called for tremendous expan- 
sion in service and supply companies 
in coastal cities that cater to explora- 
tion and drilling companies. 

All of this new industry means more 
and more people coming into the area. 
With pay rates high and work weeks 
short, these people like to get out and 
drive their automobiles to get to the 
innumerable good fishing and swim- 
ming locations all along the coast. And 
that, of course, is right up the oil job- 
ber’s alley. 

But the picture isn’t all bright for 
the local marketers. 

In Corpus Christi, a commission 
agent who likes to buy his own service 
station locations and build on them— 
rather than lease the property—reports 
it is now almost impossible to find 
choice locations for stations. The prop- 
erty owners want to hold out for 
higher prices. When a location is 
found, often the landowner prefers to 
lease instead of sell. 

The story is often the same in 





By Marvin Reid 
Southwest Editor 
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Houston, Baton Rouge, New Orleans, 
and other coastal cities. 

It’s not only the major suppliers and 
independent marketers bidding on lo- 
cations that causes real-estate prices 
to go up. Other businesses and indus- 
tries, seeking sites for offices or plants, 
have caused property values to shoot 
up. 
Some very high prices have been 
paid for station locations all along the 
coast in recent months. The Corpus 
agent, for instance, says some in his 
area have gone for $50,000 and 
$60,000. A few years ago $10,000 or 
$15,000 would have been a high price 
for them. This agent tries to hold 
down prices he pays (for location and 
station) to $1,000 for each 1,000 gal. 
of business he thinks the station will 
do. Often he has to exceed this figure; 
he reports it now costs him at least 
$2,000 per 1,000 gal. in most cases. 
So a potential 20,000-gal. station usu- 
ally costs $40,000. 

Add to these high prices the new 
competition that’s being attracted by 
the area’s growth, and you'll see why 
all is not so fine for the local coastal 
marketer. The Corpus agent says he’s 
now doing about the same volume of 
business he was doing in 1953, despite 
the growth in the Corpus area. He’s 
even had to build a lot of stations 
since 1953 just to hold his °53 volume. 

Other brands have moved into the 
area, just as they have all along the 
coast. Majors with little representation 
in some of the cities a few years back 
have moved in more heavily. And 
private-brand jobbers are moving in 
and expanding their operations at a 
very fast clip. There are two reasons 
for this: (1) the general growth of the 
area, and (2) the fact there are nu- 
merous local suppliers (both indepen- 
dent and major refiners) willing to 
sell to them. 

The “Gold Coast” picture may look 
very bright to the outside oil marketer, 
but is has its drawbacks. 


D-X: 109 in Little Rock 


D-X Sunray is selling about a mil- 
lion gallons of gasoline a month in the 
Little Rock area since it added 39 
new stations there. That brought the 
company’s total there up to 109. 

The new stations were acquired by 
the purchase of Green Oil Co. Plans 
call for continued expansion of D-X 
operations in the area, and for mod- 
ernization of a number of existing 
outlets. g 


Reports on association meetings be- 
gin on page 183 


April, 1957 + NATIONAL PETROLEUM NEWS 





rugged..flexible.. 


everything you want 


in hard-wall gas pump hose 


Specially engineered for 
faultless gas pump service, Gates 
Hard-Wall Retractable Hose 
combines non-collapsible 
strength with extreme flexibil- 
ity. Reinforcement consists of 
strong cords interwoven with 
spiral steel wire. 


Expertly compounded cover 
and tube resist effects of gasoline, 
oils and weather. 


Gates Hard-Wall Retractable 
Hose fits all type pumps. The 
small, uniform outside diameter 
(only 3/16” wall gauge) makes 
it especially suitable for retract- 
able type pumps. Smooth cover 
further facilitates easy flexing. 
It will not kink, buckle, twist 
or balloon in cold weather. 

Approved by Underwriters’ 
Laboratories, Inc. Available 
in %” diameter in any speci- 
fied cut lengths up to 150 feet. 
Couplings are permanent or 
re-usable, as desired. 

Stocks quickly available 
everywhere through a nearby 
Distributor. Just consult the 
yellow page of your phone book. 


The Gates Rubber Co. 


Denver, Colorado 


Gates “scl 


TPA 205 


ose 








Standard tries a flood of fire to make 
worn out oil fields produce again 





























Progress in the West means... 


Helping find new sources of oil to 

ry a Nie at ei alae ld eel | cll el eal ttoremt+).Lnrtrieee! Supply the 13 million barrels per 
Fire flooding produces heat and pressure to boil out previously unrecoverable day the U.S. will need in 1966 
crude oil, driving it underground to nearby producing wells. 1956 1966 
8,827,000 13,000,000 
MANY INACTIVE WELLS STILL HAVE LOTS OF OIL barrels per day barrels per day 
left underground in spite of the industry’s great advances in re 
oil recovery. Our country must have this oil to meet the 
growing power needs of industry, the Armed Forces and 
motorists. That’s why Standard is trying a new conservation 
experiment called ‘‘fire flooding.” 


We ignite some of the oil in a pool . . . control burning by | Standard’s petroleum engineers say, 
regulating the air supply. Heat and pressure drive the oil to | “Back in 1926 the industry could predict 
surrounding wells for pumping. It will take more thana year’s | mY about 207, recovery from a new field. 
n awe : : ‘ Modern secondary recovery methods, of 
time and a million dollars to see if fire flooding works. It’s | which fire flooding is one of the latest, 
worth the effort because it could add more to U.S. under- | could more than double recovery.” 


ground oil reserves than the discovery of an entire new oil field. 


STANDARD OIL COMPANY OF CALIFORNIA 


plans ahead to serve you better 
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Oversupply Mars the Scene 


THESE ARE good times for Iowa 
jobbers, but they do have some prob- 
lems. That is an informal consensus 
that came out of a recent get-together 
of ‘Hawkeye distributors. 

Jim Herriott, new president of the 
Iowa Independent Oil Jobbers Assn. 
(page 207), summed it up: “Oversupply 
of products is the biggest problem. 
That produces other problems, such 
as price wars, over-expansion and cut- 
ting the consumer transport trade.” 

The growing practice of lending 
farmers equipment, such as storage 
tanks, has long been a problem. The 
association has tried to organize spir- 
ited resistance, hoping to break the 
practice. It seems to be a losing cause, 
though, and more and more jobbers 
are reconciling themselves to it. In its 
list of objectives, the association stated, 
“We still oppose giving equipment at 
any level of distribution.” 

For the first time, a major company 
representative publicly acknowledged 
that there is service station over build- 
ing. Indiana Standard marketing vice 
president Dwight Benton singled out 
Des Moines and New England as ex- 
amples of over-built areas. “The busi- 
ness gets spread out so thin that 
nobody can make a decent living,” 
said Benton. 

Benton said everybody must exer- 
cise some prudence, caution, intelli- 
gence and restraint to check over- 
building. 

“Consult Your Supplier”—One of 
the highlights of the Iowa meeting 
this year was the round of “consult 
your supplier” meetings. Since most 
problems involve supplier-jobber rela- 
tionships, this provided an opportunity 
to talk face to face. Here’s how it 
worked. Jobbers of each brand held a 
caucus to review problems. Then a 
delegation met with representatives of 
the respective supplying companies to 
outline problems that affect a majority 
of the brand jobbers. 

One group reported that six of 14 
grievances it had submitted a year 
earlier had been resolved satisfactorily. 
What are the problems? They range 
all over: a complaint that price change 
notifications are delayed. . .The price 
books are so complex and cumber- 
some that they are hard to use... . 
Jobbers should be permitted to reject 
public carriers used by their suppliers 
if they aren’t satisfied with the per- 
formance. . . . A supplier sells motor 
oils to supermarkets. 


Building Up The Group—The Iowa 
jobbers are working on a project to 
strengthen the state organization by 
setting up county jobber groups. They 
feel that they can get more members 
and get more done through the local 
units. 

The association is fostering the for- 
mation of county credit associations so 
information on poor-pay customers 
can be traded more quickly. 

There was much speculation at the 
meeting that within two years all 
Phillips’ distribution in Iowa would be 
through jobbers. 

Highlights—This year’s meeting at 
the Fort Des Moines Hotel, in Des 
Moines, drew a registration of more 
than 700. Lyle Munson, executive 
secretary, arranged a strong, well- 


Boston Home Heat Council 





balanced program. Principal speakers 
were Fred Meeder, Richfield of N.Y. 
president; Dwight Benton, Indiana 
Standard marketing vice president, 
and Otis Ellis, NOJC counsel. 

An innovation this year was a series 
of three panel discussions: one on oil 
heat in lowa, another on jobber rural 
distribution and a third on jobber- 
dealer relations. 

Objectives for 1957 include “a de- 
sire for state legislation that places us 
(jobbers) in an equal position with 
other industries for collection pur- 
poses.” : 

The association is officially against 
S-11 (the anti-good-faith bill), but not 
all the members support that opposi- 
tion. Jobber Ernie Peters said he spent 
about $200 for a lawyer’s opinion— 
and the opinion said S-11 wouldn't 
hurt him and might even help him. 
Peters said he is for marketing divorce- 
ment, describing it as “a continuation 
of the Iowa Plan, which was good for 
the industry.” a 


Fuel Oil Hits Back Hard 


HEATING OIL MEN and their sup- 
pliers in Greater Boston will ante up 
$125,000 in the year ahead to plug 
ihe idea that oil heat is the only safe 
fuel. The promotion will hit hard 
through radio, newspapers, billboards, 


signs and bumper strips for trucks. 

Boston’s Better Home Heat Coun- 
cil believes that other sales points have 
been dulled by the gas promoters’ 
habit of joining the chorus with their 
“Me, too.” The oil men don’t think 





EVER-TITE 
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Save time in 
deliveries—and save 
wear on equipment 
—by using Ever-Tite 
Couplings. 

Ever-Tite engineering 
assures performance 
you can count on— 
and Ever-Tite 
durability reduces 
maintenance to a 
minimum. There is an 
Ever-Tite for every 
need. Ask your 
distributor now. 
EVER-TITE COUPLING CO. INC. 


254 West 54th Street 
New York 19, N. ¥. 





Associations 


gas heat will be able to chime in 
about safety. 

Hit Hard—Copy has an emotional, 
easy-to-understand message: “If you 
love them, protect them. You know 
they are safe with oil heat. Oil heat 
is the safety-first fuel.” 

Boston oil men hope to plant that 
seed so deeply in the minds of con- 
sumers that it can’t fail to grow. The 
theme is the same in all media, in a 
bid for high recall of the message and 


who is doing the promoting. 

The high frequencies of the mes- 
sage will be kept up all-year; there 
are no dead spots in the push. 

And Often—Six Boston radio sta- 
tions, plus two on the North Shore 
and two on the South Shore, carried 
92 messages a week in February. 
They beamed 157 messages per week 
in reach and will hit a peak of 192 
messages a week in April. The fre- 
quency of ads tapers back to 92 again 





25-Year Oldtimers J) Mi fy 


This battery of Viking Pumps and Viking “Simplex” 
tank gauges is the newest installation in this all-Viking- 
equipped plant. For more than 25 years, the D-A Lu- 
bricant Company, Inc. of Indianapolis, Indiana has used 
Viking Pumps with complete satisfaction. They manu- 
facture lubricants for heavy-duty equipment. As the 
‘business grew, new Vikings were added. Now D-A has 
completed a new compounding plant of 50,000 gallons 
per day capacity, and it’s Viking-equipped exclusively. 
Experience has proved that Vikings are dependable, 
trouble-free and economical. 


Let smooth, fast and positive delivery with Viking rotary 
pumps save money for you. Write for bulletin 57Sr today. 


VIKING PUMP COMPANY 


Cedar Falls, lowa, U.S.A. In Canada, it’s "ROTO-KING” pumps 
See our catalog in Sweets 





during the summer but will hit 192 a 
week again as the fall heating season 
nears. 

Three local papers are carrying 18 
ads a week for a total of 558 ads. And 
this month, billboards—45 of them— 
will carry the same message for 60 
days, with another 90 boards to be 
added in the fall. 

Behind this effort will be the usual 
merchandising aids—bumper strips, 
truck signs, mail inserts and BHHC’s 
guarant-e of satisfaction. 

And to show contributors how ef- 
fective the campaign is as it moves 
along, BHHC is conducting a con- 
sumer attitude survey. That will be 
the reference point to size up results 
of other surveys to be taken in six 
months and in a year from now. a 


Wisconsin Petroleum 


Collections Slow 


ALTHOUGH Wisconsin jobbers seem 
generally content, a lot was said about 
accounts receivable at the Wisconsin 
Petroleum Assn. meeting. Some of the 
members considered this a big prob- 
lem. 

Because of the cold weather, many 
householders bought more heating oil 
than they had budgeted for. Conse- 
quently, these amounts piled up on 
the distributors’ books. 

Other Problems—John Kaiser, out- 
going president (page 207), cited sta- 
tion overbuilding and loss of com- 
mercial accounts as two _ other 
worrisome areas. Kaiser said that 
commercial accounts “have all but 
disappeared from the jobber realm”. 
By using other sources of supply, such 
as a broker or independent refiner, 
some jobbers have been able to re- 
coup something, he said. 

The jobbers met in an atmosphere 
of well-being during the two-day ses- 
sion at the Schroeder Hotel in Mil- 
waukee. They talked of their problems 
but they also talked of marked gal- 
lonage gains. As in the case of all 
other jobber conventions so far this 
year, the recent margin increase sent 
spirits soaring. 

Fuel Oil Hopes—They heard Allen 
Johnson, a mechanical engineer, pre- 
dict that sooner or later heating oil 
would become more competitive with 
natural gas. Johnson, a fuels and 
combustion consultant of Lansdowne, 
Pa., thinks the natural gas price will 
continue to rise. 

This was the occasion for Clint 
Elliott, National Oil Jobbers Council 
president, to explain his argument for 
a new pricing method. Most industries, 
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he said, adjust prices on a percentage 


TODAY more than ever — 
basis, depending on the rise and fall Y 


of costs. But the oil industry makes Y YS! LE 
RI 
HINGE 


flat, abrupt changes. Labeling the - 

present method “antiquated”, Elliott 

asked for a study to remove pricing El 44 I 

“inequities.” D Dp 0 L E S 
About 700 turned out for the meet- :; 

ing. Ken King, executive secretary, , 


held the formal business program on 
two afternoons. ® 


Remain 
Unsurpassed 


in UTILITY 
and EFFICIENCY 


Missouri Marketers 


Soft Prices Hurt 


DEPRESSED PRICES are the big 
problem for Missouri jobbers. That 
was the general opinion of marketers 
at the Missouri Petroleum Assn. con- 
vention in Kansas City. And Kansas al 
City, some said, was worst of all be- They do away with They eliminate expen- Save dollars because 
come of cheooie Brice wees. - > ar Climbing — elevating equip- tans adie dh 
general, the jobbers were please 
over the recent margin increase, but 
many were disgruntled because they 
believe depressed prices have wiped 
out the gains. T. O. (Doc) Haggard, 
Missouri’s president, put it this way: 
“My situation is typical. I haven't en- 
joyed the 0.25¢-a-gal. margin increase 
because prices are down in Kirksville.” 

The Missouri jobbers met with their 
suppliers after holding individual 
brand sessions. They voted to con- _ = 
tinue such sessions. 199-£ Square Tapered 

Poor Commercial Business—In Pole in 20°, 24° and 
other sections, jobbers speak bitterly a, es See 
of the commercial discount situation, 
and of the problem of lending equip- 
ment to farmers. But Missouri mar- 
keters, as a whole, are reconciled. As 
one of them said, “We lost the com- 
mercial account business 10 years 
ago.” 

They take it for granted that they Fi t 
will have to supply a farmer with at ITs 
least a tank to get his business. Some 
even give air compressors and pumps. 

But General Optimism—Even al- 
lowing for price problems, the con- 
ventioners were generally optimistic 
about business. A perceptive partici- 
pant observed, “The future for most 
Missouri jobbers is good if they can 
learn how to manage better than they 
have been doing.” 





























The Greatest Boon to Easy 
Maintenance — and, easy 
maintenance promotes 
more frequent cleaning of 
Floodlights 











300 Series Round Pole 
in 20° and 24° mount- 
ing heights 





800 Series Street ey 
Lighting Type in three 
mounting heights 





Introduced 
over 25 4 
years ago 


— and, more 
desirable 
today when 
competition 
demands high- 
est efficiency in 





Cor-Ten Heavy-Duty 
Pole will handle 180 
Ibs. of Floodlights 
THE PATENTED WIRING ’ 
ARRANGEMENT THROUGH 
THE HINGE PIN on which the 


There was much comment around 
the halls about the vigorous expansion 
activities of Champlin and D-X Sun- 
ray, and considerable speculation 
about Gulf’s plans for entering the 
Kansas City market. 

Bob Hadlick, the association’s ex- 
ecutive secretary, reported a turnout 
of about 400, one of the best ever 
held in Kansas City. 3 
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outdoor light- 
ing. 


REVERE ELECTRIC MFG. CO. © 6009-17 BROADWAY e CHICAGO 40, ILL, 


success of REVERE HINGED 
POLES is based. Note: Wire lays 

flat when Pole is down— 

no perceptible movement of wires. 


Write for Literature 





Available in Canada thru Curtis Lighting, Ltd., Leaside, Toronto, Ontario 








malela ach ccmeli lem a dteleks 


Problems: Weather, Foreign Buyers 


You have to know what both of them will do before you can tell 
much about the coming months. Suez reopening is vital, too 


On the domestic side: More multigrade developments, good outlook 
for barging, and loosening gasoline in some areas 


Coming up with answers to the prob- 
lems that will face domestic oil opera- 
tions for the next few months is about 
as easy as picking up mercury with 
gloves, to use one major executive's 
words. 

In addition to outguessing the 
weather on  supply/demand/trans- 
portation, he says, you have to esti- 
mate European buying intentions in 
coming weeks. 

While foreign interest in products 
at the Gulf ebbed last month, top oil 
men said European buyers ought to 
continue their fuel oil purchases as a 
safety measure against (1) return to 
cold weather and (2) possible political 
tensions that could delay reopening of 
Suez. Early opening, on the other 
hand, would call for immediate major 
adjustments by domestic producers, 
refiners and marketers. 

Third-Grade Question—To go or 
not to go was decided differently by 
two big majors. From Pittsburgh, 
Gulf’s C. J. Guzzo said his company 
would make a third-grade, higher- 
octane gasoline called Gulf Crest. 
Guzzo, vice president for domestic 
marketing, said the gasoline would be 
unveiled at 10,000 stations. 

Ten days later Atlantic Refining’s 
marketing vice president, Dwight T. 
Colley, announced from Philadelphia 
that his company would stick to two 
grades, but introduce an upgraded 
premium. Price will be 3.5¢ over 
regular to dealers, with a fair trade 
retail price of a minimum 4¢ over 
regular. The new product, Atlantic 
Imperial, will be sold throughout the 
company’s 17-state marketing terri- 


tory. 

Humble Cuts Golden—Meanwhile, 
Humble Oil lowered tank wagon 
prices to contract dealers 0.5¢ for 
its Golden Esso Extra third grade. 
Cut narrowed the differential between 
third. grade and Esso Extra from 3¢ 
to 2.5¢. Company said the reduction 
was designed to spur dealers to push 
their best product; retail prices for 
Golden Esso were unchanged at 3¢ 
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over the pump price of Esso Extra. 

(For more on the three-grade vs. 
two-grade question, see page 94.) 

While deep water tonnage was tight 
as result of Suez crisis, river barges 
were easier to find for movement of 
oil up Mississippi river system. Rever- 
sing a longtime trend, trade sources 
gay river bottoms have been easy since 
first of the year. 

Barging Outlook—Barging upriver 
has been both faster and easier since 
more water has been diverted (9,300 
cf per second, compared with 1,500) 
since Jan. 1. Although this would 
seemingly tend to make towing tighter 
under normal winter demand for prod- 
ucts, advantage was offset, according 
to northern marketers, by higher quo- 
tations at the Gulf for fuel oils and 
gasoline. 

Meanwhile, information from 
American Waterways Operators, Inc. 
points to increased traffic on inland 
rivers. 

Inland water traffic passed 100- 
billion ton-mile mark in 1956 for the 
first time. Of this, crude and products 
probably accounted for one-third of 
the total. 

Because of new orders for towing 

equipment, channel improvements and 
rising river tonnage, AWO says a 20% 
increase in river commerce is likely 
this year providing there are no re- 
strictions because of strikes, low 
water, and shipyard tie-ups due to 
steel shortages. 
Total freight handled last year on 
principal inland water oil routes 
gained 15% along Gulf Intracoastal 
Waterway, 10% on Ohio river and 
about 15% on Mississippi. Actual 
1955 tonnage on these routes was: 
Gulf Intracoastal, 25-million; Ohio 
river, 14.5-million and Mississippi 
system, 75.6-million. 

Channel improvements in progress 
and completed include: widening and 
deepening of Calumet-Sag Canal in 
Chicago; new locks on Mississippi and 


Ohio rivers; replacement of lock on: 


Plaquemine cut-off on Mississippi be- 


tween Morgan City, La. and Baton 
Rouge; deepening of Atchafalaya river 
to 12 ft. 


Marketing Highlights 


Gulf Coast—Movement of distil- 
lates from the Gulf was hit from four 
sides: European buyers no longer 
showing interest in middle-cuts; milder 
weather; Midwest jobbers tending to 
work from storage and buy pipe line 
stocks; and the New York Harbor 
tugboat strike. 

There was an increase in the num- 
ber of gasoline sellers, but there ap- 
peared to be no gasoline in distress. 
Heavy fuel was neither freely offered, 
nor was there any active buying in- 
terest. Product prices were unchanged 
at the Gulf. 


Midwest Wholesale—Prices for 
Nos. 1 and 2 fuels tumbled 0.5¢ on 
the range lows at both Chicago and 
Twin Cities in first part of March 
under pressure of the usual market 
disturbances — shading and outright 
price cutting. 

It generally was agreed that gaso- 
line was loose at Chicago, but Twin 
City marketers said product was 
steady in their area. Residuals were 
steady in both markets. 

Mid-Continent—Under pressure of 
easing market conditions, light fuels 
dipped 0.25¢ on both range lows and . 
highs, Group 3, northern shipment. 
Gasoline were unchanged and 
range low of $2.45 bbl. for No. 6 fuel 
was unchanged. Open market trading 
was light. 

Atlantic Coast—There were no 
major price developments along the 
Atlantic Coast. In the New York Har- 
bor area, however, a few independent 
distributors, whose barge shipments 
were choked off by tug strike, passed 
on to rack customers part of added 
transportation costs. These increases 
amounted to about 0.5¢. Higher 
costs, they said, amounted to as much 


_as 1.25¢ became of longer 2 


hauls. 
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Market Barometer 





PRODUCTS VS. CRUDE GULF COAST PRODUCTS VS. CRUDE MID-CONTINENT 


REGULAR-GRADE 


KEROSINE 
NO. 2 FUEL 


30 . LOW COLD 
TEST COASTAL 


YEAR 49 SI 53 55 JFMAMJJASOND YEAR 9 SI 53 55 JFMAMJJASOND 
1957 1957 


PRODUCTS VS. CRUDE U.S., CALIFORNIA EXCLUDED PRODUCTS VS. CRUDE U. S., CALIFORNIA INCLUDED 
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4.20 
4.00 
3.80 
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1957 1957 








Average prices for crude oil, and four principal refined prod- Average prices for crude oil, and four principal refined sos 
ucts (gasoline, kerosine, light fuel, heavy fuel)—7 refinery ucts (gasoline, kerosine, light fuel, heavy fuel)—8 refinery 
markets and 7 crude producing areas, east of California. markets and 8 crude producing areas, including California. 
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Refinery and Terminal Prices 





MOTOR GASOLINE 


- .15.25(2) 

. .  13.75-14.375 

«. -13.5-14.25 
. -12.75-13.25(3) 
. .12-12.625 
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10.25(2) 


.-% 
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17.8 
15.9 
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14.4 
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. 18.9 
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12-12.625 
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«(5)13.5 


16.6-17.6 
14.6(2) 


18.7 
16.2 


17.7 
14.2 


16.7-18.3 
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14.7(2) 
14.55 
16.45(2) 
14.7(2) 
18.2-18.3 
14.7-14.8 
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Mar. 4 


15.25 
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(2)13.5-14.25 
12.75-13.25(2) 
12-12.625 
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10.25(2) 


20 
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178 

15.9 
14.1+14.3 
14.4 
14.9-17.9 
14.9-17.9 
12.9-15.4 
12.9-15.4 


18.9 
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16,4-17.65 
14.9(7) 


16.65 
14.9 


(5)15.5 
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16.6-17.6 
14.6(2) 


18.7 
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17,7 
14.2 


16.7-18.3 
16.05 
14.7(2) 
14.55 


16.45(2) 
14.7(2) 
18.2-18.3 
14.7-14.8 


16.05-17.65 
14.3-14.9(5) 


(3)16.05-17.9 
14.3-14.9(4) 


(Feb. 18 prices unchanged from Feb. 11 prices except as noted.) 
Gulf Coast Cargoes Mar. 18 
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15.95-17.45 
18.3 
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14.3-14.9(4) 





MOTOR GASOLINE 
Mar, 11 


15.95-17.55 
14.2-14,8(4) 


15.02-17.35 
13.52-13.85(2) 
13.3 


Feb. 25 


15.95-17.55 
14.2-14.8(4) 


15.02-17.35 
14.65 

13.52-13.85(2) 
13.3 


Mar. 4 


15.95-17.55 
14.2-14.8(4) 


pe 


15.02-17.35 
14.65 
18.52-13.85(2) 
13.3 


2 8288s sez 
F R338 


7 


14.25-16 14.25-16 
(5)12.75-13(3) (5) 12.75-13(3) 
11.75-12.25(2) —_11.75-12.25(2) 


one 
(5)12.5-12.75(3) 
11.5-12 


15-16.3 
15-15.55 
(2)13.25-14.25 
13.25-14 
18.25-13.75 
11.875-13.5 


14.25-16 
(5)12.75-13(3) 
11.75-12.25(2) 


Piss 


(3)14.25-15.5 
(5)12.5-12.75(3) 
11,5-12 


RRR 


yay 
12.5-12.75(3) 
115-12 


+ 


18-16.3 
15-15.55 
(2)13.25-14.25 
13.25-14 
13.25-13.75 
11,875-13.5 


15-16.3 
15-15.25 
(2)13.25-14.25 
13.25-14 
13.25-13.75 
11.875-13.5 


RRRRRR 


+ 


15.875 15.875 
15-15.125 15-15.125 
4 


13,5-13.75 13.5-13.75 
(2)13.25 (2)13.25 
12.5-13.25 12.5-13.25 


15.875 
15-15.125 
4 
13.5-13.75 
(2)13.25 
12.5-13.25 


(2)13,25 
M & below. 12.5-13.25 


RRRRRR 


z 
= 


15-15.25(3) 15-15.25(3) 
13-13.5 13- 
13-13.75 
13-13.5 
(2)12.5-13 


15-15.25(3) 
13-13.5 
13-13.75 


13-13.5 
(2)12.5-13 


SLAM SLSSELE SLSRSAZz SRS 


ARRRE 


(2)12.5-13 


) 
15.875 15.875 


15.125 
14 
13.5 
13.25 
13.25 


15.875 


14.25 
13.75 
12.75 
12.5 12.5 


onan 
(5)12.75-13 
1 


2 
10.75-12.125 


destinations only) 

Tr (3)14.5-14.75(2) 
4 12.75-13 (5)12.75-13 
(0.75-12.125 


(3)14.5-14,75(2) 
(5)12.76-13 


12 12 
10.75-12.125 10.75-12.125 


14.75 14.75 14.75 14.76 

13.5-14.7 13.5-14.7 13.5-14.7 13.5-14.7 
14.75-15.5 
13.25-13.75 


55 14.75-15.5 


14.75-1 14.75-15.5 
18.25-13.75 13.26-13.75 


13.25-13.75 


15.4 154 15.4 
13.65 13.65 13.65 


ie oie (6)16x 
13.75-14(4) (2) 18.75-14(4) (2) 13.75-14(4)x 


15.1 
ii 
13.1 


it) i 
14.1 14.1(6) 
-1 (6) 


13.1 13.1(6) 


19.9 19.9 19.9 
16.9(2) 16.9(2) 16.9(2) 
20.4 20.4 20.4 
17.4 17.4 17.4 





Refinery and terminal prices herewith are reproduced from Platt’s 
Oilgram Price Service, a daily publication associated with NPN. 

Prices shown in refinery :and terminal tables are sales prices, or 
quotations, or general offers, or posted prices, reported by refiners, 
by B spire vo pipe line terminal operators, by river terminal operators, 
and tanker terminal operators, for current sales and shipments, 
except as Twise specified. 

Following types of prices are not for “open spot” transactions and 
therefore are not included in price tables: Prices arrived at by dis- 
counts off a specified price; ““market-date-of-shipment” prices; prices 
named in contracts; prices arrived at in accordance with arrangements 
made prior to -date of sale. Prices made to brokers, and prices in 
inter-refinery transactions, also are not considered in the tables except 
as noted below. 

Prices shown are for quantities in bulk such as tank car lots, or 
truck transport lots or barge lots. Prices applying only to barge lots, 


188 


or cargo lots, or truck transport lots, are so designed. Prices are in 
cents per gallon, except wax and petrolatums in cents per pound, 
and where dollar sign ($) is shown, in dollars per barrel of 42 
U.S. gallons. Prices do not include taxes or inspection fees. 
Prices are for crude oil and products lawfully produced and trans- 
ported; reported as received by Oilgram and NATIONAL PETROLEUM 
News but not guaranteed; for su rs’ private use only and not for 
resale or distribution or publication. . 
Gulf Coast cargo prices are by refiners selling or quoting to other 
refineries, export agents or to large tanker terminal rators. 
Gasoline octane ratings are by ASTM Research Method and are 
minimum ratings, where letter “M” is used to indicate the 
octane rating is by A Motor Method. : ; : 
Parenthetical figures indicate number of companies quoting when 
a or more quoted the price shown. Letter “X” indicates price 
change. 
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DISTILLATES & FUELS 
(Feb, 18 prices unchanged from Feb. 11 prices except as noted.) 


Gulf Coast Cargoes Mar. 18 
41-43 w.w. kero. . (2)10.75-11(2) 
No. 2 fuel pee 5(3) 
53-57 d.i. gas oil. . 10.625-10.875 
48-52 d.i. gas oil... ae 5-10.625(2) 
43-47 d.i. gas oil. . 10. Scr ad 
Bunker C fuel... .$2.75-3. 
Bunker C fuel 

max 1% sulfur. $3.05-3.15 


Albany, N. Y. 


Kerosine/No. 1... 12.7(10) 
No. 2 fuel 12.1(11) 
Diesel oil 


12.5(5) 
.4 $4.76-4.87 
No. 6 fuel, no sulf. 
$3.58 


Kerosine/No. 1... 12.5(8) 
do --+. 12.256) 


inkers. . $4.76(3) 
Bunker C, bunkers $3.30(4) 


Baton Rouge, La. 


Kerosine/No. 1...11.3 
No. 2 fuel. .....10.75 
Diesel oil, shore 


+. 83.23 
No. 6 fuel, no sulf. 
$2.73 


$4.19 
Bunker C. C, bunkers $2.70(2) 


Boston, Mass. 


Neatea % aoe 


$5.06(3) 
Bunker C, bunkers $3.33(6) 
**Feb. 18 price x$4.26(6). 


(2) 
od ead cnnnaad 
Charleston, S.C. 


+ sag = pe 1., 12. a8 


$4.89(2 
Bunker =~ bunkers $3.21(4) 


ail No. 1, .(8)11.25-12.15 
(9)10.5-11.15x 


Mar. 11 
(2)10.75-11(2) 


(3) 10.25-10.5(2) 
10.625-10.875 

(2) 10.5-10.625(2) 

10.375-10.5(2) 

$2.75-3.15 

$3.05-3.15 

12.7(10) 

12.1011) 


12.5(5) 
$4.76-4.87 


$3.58(2) 


12.5(8) 


? 6) 
1.9(12) 
11.65(7) 


12.3(4) 
$4.26(2) 
.20 
$3.93(2) 
$3.87(2) 


$3.33(4) 
$3.30(4) 


$5.02(4) 


$4.76(3) 
$3.30(4) 


$4.19 
$2.70(2) 
12.6(16) 
12(16) 
12.4(4) 
$4.26(6) 
$3.36(5) 
$3.33(4) 
$5.06(3) 
$3.33(6) 


Bee 
13.086) 
LF a. 


i2.3(6) 
11.9(6) 


12(3) 


$3.24(2) 
$3.21(3) 


$4.89(2) 
$3.21(4) 


x11.25-12.65x 
x10.5-11.65x 


9.9 
(3)9.85-10.15(2) 
(2)8.85-8.95 
(3)8.6-8.9(2) 


11.35° 
10.7° 


$2.88 
(2)$2.85-3.15 
(2)$2.85-3.15 


Mar. 4 Feb. 25 
(2)10.75-11(2) 


(2)10.75-11(2) 
(2)10.25-10.5(3) tery 
10.625-10.875 10.625-10.87. 


625-10. 
(2)10.5-10.625(2) (2)10.5-10. 625(2) 
10.375-10.5(2)  10.375-10.5(2) 
$2.75-3.15 $2.75-3.15x 
$3.05-3.15 (2)$3.05-3.15x 
12.7(10) 
12.1(11) 


12.5(5) 
$4.76-4.87 


12.7(10) 
12.1(11) 


ae 
$4.76-4 


$3.58(2) $3.58(2) 


12.5(8) 

12.25(6) 
11.9(12) 
11.65(7) 


12.3(4) 
$4.26(2) 
20 


$3.93(2) 
$3.87(2) 


$3.33(4) 
$3.30(4) 


$5.02(4) 


$4.76(3) 
$3.30(4) 


12.5(8) 


12.3(4) 
$4.26(2) 
$4.20 


$3.93(2) 
$3.87(2) 


$3.33(4) 
$3.30(4) 


$5.02(4) 


$4.76(3) 
$3.30(4) 


$4.19 
$2.70(2) 
12.6(16) 
12(16) 


12.4(4) 
$4.26(6) 


$3.36(5) 
$3.33(4) 


$5.06(3) 
$3.33(6) 


12.6(16) 
12(16) 


12.4(4) 
$4.26(6)** 


$3.36(5) 
$3.33(4) 


$5.06(3) 
$3.33(6) 


13.55(5) 
13.45(3) 
by ro 


13.55(5) 


@) i @) 11(2) 
to bulk and consumers are 0.15¢ higher than prices shown. 


12.3(6) 
11.9(6) 


12(3) 


$3.24(2) $3.24(2) 
$3.21(3) $3.21(3) 


$4.89(2) $4.89(2) 
$3.21(4) $3.21(4) 


12.3(6) 
11.9(6) 


12(3) 


(9)11.75-12.75 = x(9) 11.75-12.75 
(10) t1-11.75 x(10) 11-1175 


9.9 9.9 
(3)9.85-10.15(2) (3)9.85-10.15(2) 
(2)8.85-8.95 (2)8.85-8.95 
(3)8.6-8.9(2) (3)8.6-8.9(2) 


11.35* 
10.7* 


11.35° 
10.7* 


$2.88 
(2)$2.85-3.15 
(2)$2.85-3.15 


88 
#92.85-8.15 
(2)$2.85-3.15 


13.35 
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DISTULLATES & FUELS 


bunkers 
Bunker C, Te ‘on. es. 10 
Jacksonville, Fla. 


Kerosine/No. 1... 13.2(10) 
. 12.2(8 


nkers $5.124(5) 
Bunker C, bunkers $3.17(6) 
Miami, Fla. 


Kerosine/No. 1... 
Diesel oil, shore 


13.2 


plan’ 12.4(3) 
No. = 6 fea ‘no sulf. 


do bs barges... 
Light Diesel 
. .$5.124(4) 


bunkers... .. 
Bunker C, bankers $3.11(3) 
Mols-St. Paul, Minn. 
Range oil No. 1. .x(3)11-12.8x 
No. 2 fuel. . x(3)10.375-12x 


No. 5 fuel, high 
. 9.9(4) 


14 
$3.11(2) 


Mar. 11 
11-115 
10.75-11 
10.75-11 
10.5-10.75 
10.75-11.125 


(3)$2.78-3.05 
(5)$2.75-3.10 


$3.08 
33.05 


(3)$4.45-4.69 
$4.24(4) 
(6)$2.75-3.10 
13.2(10) 
12.2(8) 
12.2(5) 


$3.20(5) 
$3.17(6) 


$5.124(5) 
$3.17(6) 


13.2 
12.4(3) 
$3.14 
$3.11(2) 


$5.124(4) 
$3.11(3) 


(5) 11.375-13.3 


(5) 10.75-12.5 


(4)9.9 
(4)9.2 


Mar. 
11-11.5 
10.75-11 


10.75-11 
10.5-10.75 
10.75-11.125 
(3)$2.78-3.05 
( 75-3.10 
$3.08 

$3.05 
(3)$4.45-4.69 
$4.24(4) 
(6)$2.75-3.10 
13.2(10) 
12.2(8) 
12.2(5) 


$3.20(5) 
$3.17(6) 


$5.124(5) 
$3.17(6) 


13.2 

12.4(3) 

$3.14 

$3.11(2) 
$5.124(4) 
$3.11(3) 

«(5) 11.375-13.3 
x(5)10.75-12.5 
(4)9.9 

(4)9.2 


**Feb. 18 prices: No. 1, (5)11.625-13.3; No. 2, (3)11-12.5. 


Mobile, Ala. 


Kerosine/Vo. 1.. Bae 


bunk: 
Bunker C, C, bunkers $2.80 


New Haven, Conn. 
Kerosine/No. 1... non 


$5.04 
Bunker C. C, bunkers $3.32 


New Orleans, La. 


Kerosine/No. 1.. .11.3(4) 


10.75(2) 


$4.24(2) 
Bunker C, bunkers $2.75(3) 
New York Harbor 


Kerosine/No. 1.. . 12.5(22) 
do barges... . . .12.25(22) 


Bunker C, bunkers (11)$3.30-3.40 


12.4(4) 
11.5(2) 


$2.83 
$2.80 


$4.704(2) 
$2.80 


12.5(9) 
11.9(11) 


12.3(4) 
$4.37 


$3.35(3) 
$3.32(2) 


$5.04 
$3.32 


11.3(4) 
10.75(2) 


11.1(2) 
$3.28 


$2.78(2) 
$2.75(2) 


$4.45(4) 


$4.24(2) 
$2.75(3) 


12.5(22) 
12.25(22) 
11.9(19) 
11.65(21) 


12.3(6) 
(12)$4.23-4.72 
(12)$4.20-4.62 
$3.83 

$3.80 


(13)$3.33-3.43 
(14)$3.30-3.40 


$3.68(2) 
$3.65(2) 


$5.02(4) 


$4.76(3) 
(11)$3.30-3.40 


12.4(4) 
11.5(2) 


$2.83 
$2.80 


$4.704(2) 
$2.80 


12.5(9) 
11.9(11) 


12.3(4) 
$4.37 


$3.35 (3) 
$3.32(2) 
~ 


$5.04 
$3.32 


11.3(4) 
10.75(2) 


11.1(2) 
$3.28 


$2.78(2) 
$2.75(2) 


$4.45(4) 


$4.24(2) 
$2.75(3) 


12.5(22) 
12.25(22) 
11.9(19) 
11.65(21) 


12.3(6) 
(12)$4.23-4.72 
(12)$4.20-4.62 
$3.83 

$3.80 


(13)$3.33-3.43 
(14)$3.30-3.40 


$3.68(2) 
$3.65(2) 


$5.02(4) 


$4.76(3) 
(11)83.30-3.40 


rep. 25 
xll-115 
10.75-11 
«10.75-11 
10.5-10.75 
10.75-11.125 


(3)$2.78-3.05 
(5)$2.75-3.10 


$3.08 
$3.05 


(3)$4.45-4.69 
$4.24(4) 
(6)$2.75-3.10 
13.2(10) 
12.2(8) 
12.2(5) 
$3.20(5) 
$3.17(6) 


$5.124(5) 
$3.17(6) 


13.2 
12.4(3) 


$3.14 
$3.11(2) 


$5.125(4) 
$3.11(3) 
(5)11.625-13.3°* 
(5)11-12.5°* 
(4)9.9 

(4)9.2 


12.4(4) 
11.5(2) 


$2.83 
$2.80 


$4.704(2) 
$2.80 


12.5(9) 
11.9(11) 


12.3(4) 
$4.37 


$3.35(3) 
$3.32(2) 
Lod 


$5.04 
$3.32 
11.3(4) 


10.75(2) 
11.1@2) 
$3.28 


$2.78(2) 
$2.75(2) 
$4.45(4) 


$4.24(2) 
$2.75(3) 


12.5(22) 
12.25(22) 
11.9(19) 
11.65(21) 


12.3(6) 
(12)$4.23-4.72 
(12)$4.20-4.62 
$3.83 

$3.80 


(12)$3.33-3.43(2) 
(13)$3.30-3.40(2) 


$3.68(2) 
$3.65(2) 


$5.02(4) 


$4.76(3) 
(11)$3.30-3.40 
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Refinery and Terminal Prices 





Norfolk, Va. 


$5.124 
Bunker C, bunkers taal) 


Cate 
Kerosine/No. eo 
No. 2 fuel....... 21 
Diesel 


Bosker ©. bankers $3.31 (3) 
Tee s — $4.26(4). 


Mar. 18 


DISTILLATES & FUELS 
(Feb. 18 prices unchanged from Feb. 11 prices except as noted.) 


Mar. 11 


11908 


12.3(5) 


fms 


$5.02(4) 
$4.7 HY 
$3.26(6 
ies 
11.53 
11.5(2) 


ia 
11.9010 


12.3(6) 
$4.33(4 
$4.03(5 
$3.43(8) 
$3.40(8) 
$3.68(5, 
$3.65(8 


$5.02(4) 


3.2 
i224 


12.2(4) 


$3.14(3) 
$3.11(4) 


$5.124(4) 
$3.11(4) 


xt 3 
12.19) 


12.5(3) 


aaa 
$3.33(2 
$3.33 


Le 
12(9) 


rr 


3108 
$3.31 (4 
$3.59-3.79 
$3.56 


$5.06 
$3.31(3) 
13.2(7) 
12.2(7) 
12.2(5) 
$3.78 


apy 
$3.21(6 


$5.124(5) 
$3.21(5) 


Mar. 4 


11908 


12.3(5) 


2.288 
$5.02(4) 


siaee 
$3.26(6 


ae 
11.5(3) 


11.5(2) 


$5.02(4) 


t3)0090-3.407) 


13.2(4) 
12.2(4) 


12.2(4) 


tt 
$3.11(4 


$5.124(4) 
$3.11(4) 


nia 
12.1(9, 


12.5(3) 


#23903) 


12.6(9) 
12(9) 


12.4(3) 

4) 
aie 
$3.59-3.64 
$3.56 


$5.06 
$3.31(3) 


13.2(7 
12.2(7 


12.2(5) 
$3.78 
$3216) 


$5,124(5) 
$3.21(5) 


Feb. 26 
tien 
11.9(8) 
12.3(5) 
i288 
$5.02(4) 


$4.76(3 
$3.26(6 


12.4(4) 
11.5(3) 


11.5(2) 
12.6(10) 
1 
11.9010 
ily 
i 


$4008 
ane 


$5.02(4) 


(Bsa 90-.40(7) 


13.2(4 
12.2(4 


12.2(4) 


$3.14(3, 
$3.11(4 


$5.124(4) 
$3.11(4) 


ag 


12.6(3) 


20) 


$3.33 


12.6(9) 
1200. 


vi a0co** 
B31 


$3.59-3.64 
$3.56 


$5.06 
$3.31(3) 
13.2(7 


220 
12.2(5) 
$3.78 


B21) 


$5.124(5) 
$3.21( 


DISTILLATES & FUELS 


18 Mar. 11 


Mar. 4 Feb. 25 





13.1(9) 13.1(9) 
12.1 i218 
12.1(8) 12.1(6) 
$3.07(5 
$3.05(5) 


$5.082(5) $5.082(5) 
Bunker C, bunkers $3.05(5) $3.05(5) 


1210p 


12.1(6) 


8.85-0.6(2) 


12.3(7) 12.3(7) 
11.9(7) 11.9(7) 


12(3) 12(3) 
$4.17 $4.17 


$4,80(3) $4.80(3) 


Okla. (Okla. shpt.) 
42-44 w.w. rhe. .*10.5-11.375(2) — (2)10.875-11.375(3)x2)10.875-11.5x (3)10.875-11.625 


26-11.625 —(2)10.25-11.625 10.25-11.425x 
Boe en 05) sada iosiax (4 10.5-11.375 & 101.37 a3 
x 


o. 2 fuel ey tex (4)9.875-10.75 A parr 
No. 6 fuel (2)$2.55-2.7 (2)$2.55-2.75 — (2)$2.55-2.75x 
Okla. Group 3 (Northern Shpt.) 


42-44 w.w. kero. .x10.375-11.25 (3)10.5-11.25x = x(3) 10.5-11.5 (3)10.75-11.5 
& abv. di. 


1.125 x10.125-11.125x 10.376-11 
<i. Vat ght yoiniae tases ae ee (pi037611.376(2) 


rt oO  Peaasase (39246-2061 65x Q ere rey td 


9.9-11.25 9.9-11.25 


9.9-11.375 9,9-11.375 
$2.50-2.60 $2.50-2.60 


N. Tex. (Tex. & New Mex. shpt.) 


42-44 w.w. kero. .9.9-11.25 9.9-11.25 
& aby. di. 


9.9-11.375 
$2.50-2.60 
W. Tex. (Tex. & New Mex. shpt.) 
42-44 w.w. kero. .11-11.5 

t abv. di. 


E. Tex. (Truck transport lots) 
42-44 w.w. kero. .10-10.75 10-10.75 10-10.75 
58 & abv. di. 

i 510.5 9.5-10.5 9.5-10.5 


Diesel 9 
No. 2 fuel....... 9.75-10.25 9.76-10.25 9.75-10.25 
No. 6 fuel (2)$2.50-2.75 (2)82.50-2.75 (2)$2.50-2.75 


10-10.75 
9.5-10.65 
9.75-10.25 
(2)$2.50-2.75 
Cent. W. Tex. (Truck transport lots) 

FT il ul 


10.75 10.75 10.75 
$2.60 $2.60 $2.60 


(2)10.75-11.25(2) %(2)10.75-11.25(2)(3) 1-11.25 
%10.25-10.75 0.5-10.75 10.375-10.75(2) 

eee gare” | eee Gareioas. 

$3.00-3.05 .00-3.05x 75 


No.6 fuel... $2.45-2.95 $2.45-2.95 $2.45-2.95 $2.45-2.95 


42-44 w.w. kero. .x10.5-11.25 
58 & abv. di. 











ATLANTA, GA. 
1401 Peachtree sre 
ITTSBURGH, P 
- cde Bidg. 
TEXAS CITY, TEXAS 
Refinery 
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DISTILLATES & FUELS DISTILLATES & FUELS ' die 
(Feb. 18 prices unchanged from Feb. 11 prices except as noted.) Mar. 18 Mar. 11 Mar. 

Mar. 18 Mar. 11 i— 13.70) 
Ark. (For shpt. to Frk. & La.) : Mi 13.7(2) 13.7(2) 


$3.30(2) $3.30(2) $3.30(2) 
$3.05-3.13 $3.05-3.13 $3.05-3.13 
19(2) 19(2) 19(2) 
15.7(2) 15.7(2) 15.7(2) 

: t 14.2(2) 
No. 6 fuel : ; ; PS . 14.2(2) 14,2(2) 


Western Penna. 
Bradford-Warren: 


18.13.25(2) 13-13.25(2) 13-13.25(2) i j $5.25(5) $5.25(5) $5.25(5) 
(2) 12.75 Q) 12.75 Bunker C—PS 400 Paes. $5-2.95 (3)$2.65-2.95 (3)$2.65-2.95 (3)$2.65-2.95 
12.75 12. 
12.25( : 12.25(4) 12.25(4) San Francisco, er an 
Diesel—P8 200.. $5.46(4) $5.46(4) $5.46(4) 
36-40 gravity fuel 11.5(2) 11.5(2) 11.5(2) Bunker C—PS ake ee bes, 00 (3)$2.70-3.00 (3)$2.70-3.00 (3)$2.70-3.00 


Renate, 3.5 3.25-13.5 3.25-13.5 Diesel PS 200 $5.71(4) $5.71(4) $5.71(4) $5.71(4) 

. 13.25-13. 13.25-13. .. $5. ; 
50 cetane Diese! art; 12-12.5 12-12.5 12-12.5 Bunker C—PS 400(3) $3.05-3.35  (3)$3.05-3.35  (3)$3.05-3.35 (3)$3.05-3.35 
No. 1 fuel 7 : . 12.75-12.85 12.75-12.85 on 
No. 2 fuel 12.25-12.5(2) 12.25-12.5(2) 12.25-12.5(2) 12.25-12.5(2) PS 200... .$5.71(4) $5.71(4) $5.71(4) $5.71(4) 


Diesel— 
B C—PS 400(3) $3.05-3.35 (3)$3.05-3.35 f3)9300-3. 35 (3)$3.05-3.35 
Pittsburgh: unker (3) $3. (3) 


. .13.45+13.9 13.45-13.9 13.45-13.9 13.45-13.9 Mexico 

50 cetane Diesel. .12.85-13.1 12.85-13.1 12.85-13.1 12.85-13.1 Ships’ bunkers; U. S. dollars per bbl. of 159 liters. 
No. 1 fuel... ... .13.2-13.45 13.2-13.45 13.2-13.45 13.2-13.45 G 
No. 2 fuel... ... .12.7-12.85 12.7-12.85 12.7-12.85 12.7-12.85 Die 
36-40 gravity fuel 12 12 12 12 


$ 
& 


~ 
Ss 
ye 
on 


Manzanillo 
46-49 w.w, kero. war (3)14.4-14.8 (3)14.4-14.8 (3)14.4-14.8 Diesel... . 
P. 4)14.1 (4)14.1 (4)14,1 (414.1 Bunker C. 


Se 8 
33 


- distillate... .14.6 14.6 14.6 14.6 
No 2 fuel. . -(4)13.3-13.6 spneees arene aa 13.6 
1 i 


ta 
RE 
Rs 


oil, ..11 
No. 5 fal. )10,06-10 3 aaa oe ete 
No. 6 fuel... .. .(3)9.3 (3)9.3 (3)9.3 (3)9.3 


BR BF BR RF 


Be 
Sas 
Sow 
as 


Ohio—Quotations of 8. 0. Ohio for delivery to Ohio points. 

Roseanne, 4. a * . 
‘0. 1 fuel... 13. 13.9 ‘ ; 

No. 2 fuel. ......12.9 12.9 12.9 Sa: ee 


California-Los Angeles District: 
Rack: 


$4.40 
$2.85 


$2.85 


Atlantic Coast points prices of liers for distillate fuels to bulk commercia 
10.5-12 10.5-12 10.5-12 10.5-12 ee higher than Sins + meng “3 


(2)10-11.25 (2)10-11.25 (2)10-11.25 (2)10-11.25 


bt 


NATURAL GASOLINE 
$3.20-3.65 $3.20-3.65 $3.20-3.65 Prices are to blenders on freight basis shown; shipments may originate in any Mid-Con- 
district. 


t manufacturi 
+ +++++(4)$270-8.05 — (4)82.70-8.05 —(4)$2.70-3.05 —_(4)$2.70-3.05 eases ase fe og sie. one 4 Feb. 25 
15(2 15(2 5(2 1 
40-43 w.w. kero. . (2) (2) 15(2) 5(2) se - 
10.5-14.7(2) 10.5-14.7(2) 10.5-14.7(2) 10.5-14.7(2) Q (Quotations) (Quotations) 
enridge, T 
10-13.2(2) 10-13,2(2) 10-13.2(2) (2)10-13.2(2) oe rege ee ; 44.54 4.5 (Quotations) 
(Q i (Quotations) (Quotations) 
(2)83.25-3.65  (2)83.25-3.65 (2)$3.25-3.65 (2) $3.25-3.65 
(4)$2.70-3.05  (4)$2.70-3.05 —(4)$2.70-3.05 (4) $2.70-8.05 LP-GAS 


Tank Truck (400 gals. or more): Producers’ contract prices, tank cars. 
) ew a toe 18.6(2) 18.5(2) 18.5(2) 18.5(2) Mar. 18 Mar. 11 


15.2(2) 15.2(2) 15.2(2) New wy York hy “al 9.55-9.8 9.55-9." 
9.3(3 
13.7(2) 13.7(2) 13.7(2) 13.7(2) Ha ‘ 


§-5.25 
San Fypacient District: 


Tank Car: 5(10) 5(10) 
41-43 w, w. kero. .15.5(2) “ 15.5(2) 15.5(2) 15,5(2) Pe Say ina 5.375(3) 


Shreveport, a 
15.2(2) 15.2(2) 15.1(2) New Orleans, La. 37503) 5.375(3) 


5 (Sale) 











40 St.. N.Y. 


PETROLEUM CORPORATION 


INDEPENDENT 
MARKETERS 











Marketer of Petroleum Products 
NEW ENGLAND PETROLEUM ssl a 


New York ORK 


fo south 
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Refinery and Terminal Prices 





LUBRICATING OILS LUBRICATING OILS 
(Feb. 18 prices unchanged from Feb. 11 prices except as noted.) Cylinder Stocks Mar. 18 Mar. 11 Mar. 4 Feb. 26 
Western Penna. Mar. 18 Mar. 11 Mar. 4 \ 600 s.r., 
Viscous Neutrals—No. 3 col. Vis at 70 F. olive green.... 19.5 19.5 : 19.5 19.5 


PA - (180 at 100°) fo" flash. ee) one es Guif Gynt Pitewt Refined Oils from Mid-Continent grade crude; FOB ship at Gulf 


for expor 
26(2) 2 Bright Sick, vis. at 210- 
25(5) 150-160 
0- 10 pA. “95 vi. 26.5(4) 26.5(4) 26.5(4) 26.5(4) 


(2) 25 
Hi Neutral Oils Vis. ty bu 95 v.i.; 0-10 p.t.: 
23(4 23(4) ‘ 00 vis. , 22.5(4) 22.5(4) 22.5(4) 
. 0, 23(4) 23(4) 23(4) 
24(4) 24(4) 24(4) 24(4) 
29 99 on 5 s (3)25-25.5 (3)25-25.5 (3)25-25.5 (3)25-25.5 


2 28 
27(5) 27(5) Vis. at 100- F., FOB 8. Tex. refineries for domestic and /or export shipment 


py = ee 34 , faites Pale Oils: 
600 s.r. Glterable. (3)20.5-21.5 (3)20.5-21.5 (3)20.5-21.5 (3)20.5-21.5 100 vis. No 
(3)21.6-22.5 —(3)21.5-22.5 = (3)21.5-22.5 (3) 21.5-22.5 214 col... 15.5(5 18.545 
(3338-2409) (3)23-24(2) (4)23-24 (4)23-24 200 via No 176) ro ro 7 
(2)24-25(2) (2)24-25(2) (3)24-25 (3)24-25 


Mid-Continent . .17.5(5) 17.5(5) 17.5(5) 17.5(4) 
FOB Tulsa basis, for domestic shipment only, bright stock, vis. at 210° neutrals, vis. at 
100° 0-10 p.p. 34 18(5) 18(5) 18(5) 18(4) 


0b... 5. 18.26(8) 18.25(5) 18.25(5) 18.25(4) 
25.5 25.5 a... ce 


(2)23.5 (2)23.5 OA 25 
23 33 i] 19.25(5) 


18.75(5) 18.75(5) 18.75(4) 
19.25(5) 19.25(5) 19.24(4) 


22.5 22.5 22.5 
- 15.55) 15.5(5) 15.5(5) 15.5(4) 


meg 95 v.i. (4)25.5-26.5 (4)25.5-26.5 (4)25.5-26.5 (4)25.5-26.5 : . No. tom ise wis tists 
Neutral Oils—Conventional—Pale Oils col. 17.5(5) 17.5(5) 17.5(5) 17.5(4) 


15.75 15.57 15.75 18(5) 18(5) 18(5) 18(4) 
No. 2 col 16 16 16 col 18.25(5) 18.25(5) 18,25(5) 18.25(4) 
150 vis. No. 3 pe i i 18.25 18.25 18.25 


180 vis. No. 3 co 18.5 18.5 18.5 eo 18,75(5) 18.75(5) 18.75(5) 18.75(4) 
200 vis. No. : co is 75 cons (2)18.75 (2)18.75 i 
1 19 


250 vis. No. 19 col........... -19,25(5) 19.25(5) 19.25(5) 19.25(4) 


280 vis. No. 3 col.19.25 19.25 19.25 19.25 
300 vis. No. 3 col.19.5 19.5 19.5 19.5 AVIATION GASOLINE 
Neutral ge v.i. Gulf Coast Cargoes Mar. 18 S 6 Feb. 25 
170-180 vis... . . .(2)21-22(3) (2)21-22(3) (2)21-22(3) (2)21-22(3) Grade 115/145. . . 19.25 19.25 19.25 i 
(3)21.25-22.25(3) (3)21.25-22.25(3) (3)21.25-22.25(3) (3)21.25-22.25(3) Grade 110/130. . .17.75 
(2)21.75-22.75(2) (2)21.75-22.75(2) (2)21.75-22.75(2) (2)21.75-22.75(2) Grade 91/96... .. 16.25 











This Is Your 
Market Place! 


e Fits 1/2, 3/4, and 1 Ton Trucks Write today for Advertising 
e Electric or Hand Operated Space Rates 

e One Man Operation 

e Easily Lifts Up to 600 Lbs. 


din NATIONAL PETROLEUM NEWS 

Fe A 330 West 42nd St., 

: F ast, , Sate! New York 36, N. Y. 
ORDER DIRECT AND Saves sone on every load- 


ing job. Touching a switch 

SAVE $150 fo $170 vafooe 600 Ibs. Rugged, all- 
steel construction. Hand- 

Jifty-Lift Is Delivered operated model weighs 175 
Completely Assembled. lbs.—Electric, 225 Ibs. Re- 
installs With 6 Bolts. versible motor has brake 

to prevent coasting. Switch 


3K has built-in lock. No bat- BY -YeY-Vato(e]e)(-M 1!) o) 1h 
$ 2 2 95! % 0 tery drag. No hydraulic : é : 














at oi lines, pumps, or cylinders OT TiielduM alle lmeliel iti 
= a te po Foe aac Bigg 33 Ibs. Q y 
Includes Federal Excise Tax pressure lifts 600 lbs. on 


ual models. All safet 
FULL DELIVERED ' erty manual models, All safety Naphthas & Solvents 
ppretidirnge niet oy ORDER TODAY! 


[ MID WEST BODY & MANUFACTURING + Pers, ilinol DEEP ROCK 
nes ieaaee senees DIVISION 
| 
SS 





Check enclosed () Ship C.0.D. 
ag ty Folder 


PPUTeTE CREE ee eee 
ee —— ee 
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AVIATION GASOLINE 
(MIL-F-5572) 
(Feb. 18 prices unchanged from Feb, 11 prices except as noted.) 


Mar. 18 Mar. 11 Mar. 4 
Baltimore, Ma. 
Grade 106/130... 


Boston, M: 
Grade 100/130. nd 
= ae 


19 
17.5 


17 


Grade 100/130. . 85-20. 19.85-20.1 19.85-20.1 19.85-20.1 
Grade 91/96 : 18.35-18.6 18.35-18.6 18.35-18.6 
Grade 80 17,.85-18.1 17.85-18.1 17.85-18.1 


20.1 20.1 20.1 
18.6 18.6 18.6 
18.1 18.1 18.1 


.- - 19.85(2) 19.85(2) 19.85(2) 19.85(2) 
- 18.35(2) 18.35(2) 18.35(2) 18.35(2) 
18.38 18.35 18,35 18.35 


PARAFFIN WAX 
Mar. 18 Mar. 11 Mar. 4 Feb. 25 
Western Penna, (t.c. in bulk) 
124-6 AMP white 
crude scale. . . .6.25(3) 
“o Seaboard 


6.25(3) 6.25(3) 6.25(3) 


ans eet omy ANP. than EMP. Prices for carload lots. Domestic pices 
PO reer mal seay refined, slabs loose. Export prices FAS; scale in 
bags or bbls: fully ref ter po * 

New York Domestic 


124-30 white crude 
scale : 8.6(3) 











NAPHTHAS & SOLVENTS 
Mar. 18 Mar. 11 Mar. 4 
Baltimore, Md. 
Mineral spirits... 17.5(5) 17.5(5) 17.5(5) 
Boston, Mass. 


V. M. & P. 
naphtha... . . 19.5(4) 19.5(4) 19.5(4) 19.5(4) 
Mineral spirits. . . 18.5(4) 18.5(4) 18.5(4) 18.5(4) 


New York Harbor 
V. M. & P. 


naphtha... . . 19(4) 
Mineral spirits... 18(5) 


Philadelphia, Pa. 
V. M. & P. 

naphtha... . .18.5(4) 18.5(4) 18.5(4) 18.5(4) 
Mineral spirits. . . 17.5(5) 17.515) 17.5(5) 17.515) 


Providence, R. |. 


Mineral spirits. . . 18.5(3) 18.5(3) 18.5(3) 18.5(3) 


FOB Group 3 
Stoddard solvent . (3) 13.375 (3) 13.375 (3) 13.375 3) 13.375 
Canoe aeithn. CISA (2)13.875 (2) 13.875 (2)13.875 
‘naphtha... .(4)13.875 (4)13.875 (4)13.875 (4)13.875 
Mineral spirits. . . (4)12.875 (4)12.875 (4) 12.875 (4)12.875 
Rubber solvent... (4)13.875 (4) 13.875 (4) 13.875 (4) 13.875 
Larquer diluent oun (2)14.125-14.375 (2)14.125-14.375 (2) 14.125-14.375 
Benszol diluent. . . (2)15.125-15.625 (2)15.125-15.625 (2)15.125-15.625 (2)15.125-15.625 


Western Penna. 

Oil City: 

Stoddard solvent 18 
Pittsburgh: 


Stoddard solvent. 18(: 18(3) 


19(4) 19(4) 
18(5) 18(5) 


JET FUEL 
( MIL-F-5624) 
Mar. 18 Mar. 11 Mar. 4 Feb. 26 
Gulf Coast Cargoes 
Grade JP-4..... .(2)10.5-11 (2)10.5-11 


(2)10.5-11 (2)10.5-11 


PETROLATUMS 


Western Penna. Mar. 18 Mar, 11 Mar. 4 Feb. 26 
Bbis.; carloads; tank cars, 2.25¢ less. 
Snow white...... 8.625(4) x8.625(4) 
Soft white . .8.25(4) x8.25(4) 
Lily white. . 8.12514) x8.125(4) 
Cream. .........(2)7.625-7.75(2) «(2)7.625-7.75(2) (2)7.5-7.75 
Soft yellow... . . . (3)6.75-6.875 (x(3)6.75-6.875 2)6.5-6.875 
Light amber... . . (3)6.75-6.875 %(3)6.75-6.875 (2)6.5-6.875 
Amber. . . (3)6.5-6.625 %(3)6.5-6.625 (2)6.25-6.625 (2)6.25-6.625°* 
MB iil swab 6.375(3) x6.375(3) §.125-6.25 6.125-6.25 
**Feb. 18 prices: Cream, 7.5-7.75; Soft yellow, 6.5-6.875; Light amber, 6.5-6.875; Amber, 
6.25-6.625. 


8.375-8.625(2) 8.375-8.625(2) 
(2)8-8.25(2) (2)8-8.25(2) 
7.875-8.125(2) 7.875-8.125(2) 
(2)7.5-7.75"** 
(2)6.5-6.875** 
(2)6.5-6.875°* 








ORDER YOUR 


NEW 1956 


(33rd edition) 


OIL PRICE 
HANDBOOK 


- « « To be released in May... 
Conteining all vital price informa- 
tion for 1956 . .. As always a 
limited edition . ..$20 per copy... 
Reserve yours now . . . Send check 
or we can bill you later. . . 


Mr. R. H. Loyer 
Platt’s Oilgram Price Service 


330 W. 42nd St., New York 36, N.Y. 
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SAVE GASOLINE $$$ 
NEW GonseeVenr 


REDUCES STOCK LOSSES 
BULLETIN 5155 Tetts YOU HOW 


MIDLAND 


SPECIALTIES 


COMPANY 


Oil Equipment Distributors have our NEW Complete Catalog. Ask for it. 


193 





Tank Wagon prices 


Prices for gasoline do not include taxes; they do however, include here levie indicated in footnotes. Discounts if any, are shown 
tion fees, amounts of which may be obtained by writing to in parma These po in pp February 15, 1957. as ed by 
oot cae taxes, yay Eager | _ ne a rs 4 federal principal marketing companies at their headquarters’ 0; , but 
ci county taxes as indicated in footnotes. bject ion. 
Kerosine tank wagon prices also do not include taxes; kerosine taxes ee ee ae eee 


Socony Mobil 





*Mobilfuel *Mobilheat 
(No. 2 Fuel) 
Cc. Yard T 


= 


Diesel 
T.C, T.W. 
16.4 


New York City 
Manhattan 


tee 

a 
— 
YY: PN: 
nN" Nw’ 


a 
nN 
> 


2 ADNDHA, DAANIA. INRAANM 


; WROOw. WADA, VWAKWARE 
— a ee 


AN AN ANNAN DN 
NwCO~MSRe Le 


See 
at ee pe et peek ph eh eh 


a 


—_ 
[SN BNeSHoop 


‘ — tt et pe ‘ 
» NNERP. BELLY. SS 
DAnrinnsoe UU 
— ee ee 
: on: SONA WwWWr1w 


ee 
ARN 
ION 


ae 9 1. 3.8 

*Co. ices 0.15¢ hi a re é so 

m. cons. t.c. prices 0.15¢ higher. **Prices applicable to a res‘ricted 0.2¢ | ; 

Taxes: NYC rices are ex 3% oly sales tax, Syracuse prices ex 2% city ces toe. yore " . 

Discounts: Mobil Kerosine & Mobilheat—NYC (all boroughs) & Mt. Vernon, t.w. less 0.5¢ for deliveries of 300 gal or more. Mobilfuel Diese! 
—~ pe, t.w. less moe mae ——. of = gal or more. bulk Is. 

| Premium-grade t.w. prices 2. . James’ .<. prices i c. Dri B terminal 
Effective dates: fFeb, is” shan if ¢ * 1046 F anaes J town t.c. prices are delivered, all other t.c. prices FOB bu 


90 00 ~300 09 09 60 G0 S OOO 1010 SII NIN SI SI SIS SI SI I > 
Mnubooooocoocoooocooooooooescoooc“e 


enh ph eek Pe ee poet Fea Fat pe et pak 
$090 ANI SO NID ~390 IN» 
WA O00 OSOWUw 





Indiana iaok rome prices listed below were obtained by OIL- Standard of Prices are tank truck posting, ex all taxes, apply. 


G co ndents who visited Standard of Indi deliveries of 400 or more; see below 
Standard bulk plants where ihe company's prices are publty | California for other daiveres. 
pos’ 


ie G ail 
ge Cheveen ine Kere- Diese! Furnace 


Furnace Oil 
Dir. Cons. Gasoline Kerosine 1-99 (Regular) Taxes sine 
T.W. T.W. Taxes  T.W. gal & San Francisco, Calif. 19.0 . 14.2 
Chicago, Ill. ........ 17.3 19.3 176 16.6 ( Los Angeles ...... 13.7 
South Bend, Ind. ... 18.0 19.5 x18.6 x17.3 . Fresno ..... : 
Detroit, Mich. .... 17.3 18.8 x17.6 16.7 : Phoenix, Ariz. 
Mpls.-St. Paul, Minn. . 188 x18.0 17.0 (a) Reno, Nev. 
Moines, Iowa 18.3 x17.5 16.0* : Portland, Ore. 
St. Louis, Mo. .. °16.9* x17.5  x15.9 t Seattle, Wash. . 
Wichita, Kansas .... 15.9* 17.6* x14.1 . acm vane 
Omaha, Neb. Al6.5* 18.5 : t acoma ..... ‘es 
Fargo, N. D. ...... 16.5* t19.9* Boise, Idaho . 
Huron, S. D. ... $19.9 Salt Lake City, Utah 
Milwaukee, Wis. ... 17.8 19.3 Honolulu, T. “ vee 
(a) See below for prices on larger quantities. a Aneks 


‘© 


$O.90\0 © 90 ~3 30 900 ~1 90 
Sooeoceoocooseo 
SOS 00 
MODE DOODCOU 


16.0 
12.7* 


a 
90 99> 90.0.0 10:00:10 90.010 


- 
23 WNYNNNNNNS 


CSOUSSUUUSS OSSD 
a 


es has I 

i il. 
Furnace Oil Fuel A *Standard No. 2 Burner Oi 
. je oor pds ~ by Taxes: Honolulu—Diesel/furnace oil price is ex 1¢ territorial tax; 


gal i ii tax of 1% to 
Oi ne Bee ne oe | ee oe 


Standard Furnace Oil ‘ 
100-174 100-349 175-849 350 gal 850 gal Notes: For other deliveries— 
gal gal gal «= &over ~&over 


ces 
Mpls.-St. Paul ...... 16.0 i 15.3 a 14.8* 1, 0.5¢ for. 399 gal, ex 
Milwaukee ..... ... ... 816.5 oe #16.0 bse i erential applies ps A= ie Bag! tha: 
Taxes: St. Louis line tax includes 1¢ city tax. Des Moines gal, except at Honolulu a less 
kerosine & furnace oll prices do not include 7¢ state tax. State sales, no og hy 100 ae te ear, tor pane 
ee ee eae ncaa Rerosine “Add to 400-galand-over price 11¢ for less 


varyi bh ong A gona B mg oaiee. ee $¢ ed 20-199 gal, 3¢ for 200-399 gal; tank car/truck trailer, 


ry price. 
Effective dates: «Feb. 18, }Feb. 25, tFeb. 26, +Mar. 1, AMar. 2, Diesel, furnace & stove oils—Add to 400-gal-and-over price 5¢ 
@Mar. 13, xMar. 15. es 8 for less than 40 gal, 1¢ for 40-199 gal,'0.5¢ for 200-399 gal. 


DON’T STOP TO FIGURE — USE OUR PETROLEUM CALCULATOR CARDS 


ONE RATE ON A CARD. CAN SUPPLY ANY RATE FROM .07 TO .351 — IN 1/10c STEPS ONLY 
EACH CARD SHOWS 1 TO 999 GALLONS. GALLONS SHOW IN RED INK AND DOLLARS AND CENTS IN BLACK. 


SEND FOR DESCRIPTION. 


NEW Feature: 1000 to 9000 Gals. in 1000 steps. NO OBLIGATION. 
DEGREE DAY SYSTEMS 39-30N 58th St., Woodside 77, N. Y. TWining 8-6666 
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Esso 

Standard 
Atlantic City, N. J. 
Newark ......... 
et _ 


Washington, D. C. 
Danville, 


Kerosine & 
Gasoline No.1 Fuel No. 2 Fuel 
Taxes T.W. T.W. 
16.0 15. i. 
16.0 


ee et pet et eet et 
1 ADAAD AAA 
' OmKWwoaw 


NN NN NMANAM NSM ~ 906 
UABROARDAAIWWO 


ee ee 


il el leaned 
PSSSSSSSSSSSSSSSSSS OOO OO oowowowowoor- 


a 
bd 
o 
wUopooooooeooosecoeseoooes oe SoooeSeSoeoSooSosS 


Little Rock, Ark. 17.1 17.6 
Price applies for kerosine only. 


16.3° 


Heavy Fuels No. 4 Fuel No. 6 Fuel 

Newark, N. J. $4.754 $3.886 
Baltimore, Md. 4.99 3.93 
Washington, D. C. 1,050 gal minimum 5.18 4.03 

Taxes: Louisiana kerosine prices do not include 1¢ state tax. 

Notes: Kerosine/No. 1—Atlantic City pice are for deliveries of 
300 gal or more; add 1¢ for 100-299 gal, 2¢ for less than 100 gal. 
Premium-grade t.w. prices 2.5¢ above regular. 





Atlantic 
Refining 


reensburg .... 
Wilmington, Del. 
Hartford, Conn. 
New Haven 
Boston, Mass. 
Springfield 
ate arg R. 1. 
Camden, N. J. 
Newark 
Albany, N. Y. 
Binghamton 

uffalo 
Elmira 
Rochester 
Syracuse 
Watertown 
Baltimore, Md. 
Richmond, Va. 
Charlotte, N. C. 
Jacksonville, Fla. 
Miami 


SHES SSM VM PM PPM VIP eKSLSece 
SOSSSSOSSSSSSSOSSOSOSOSSOSO 


—— 


No. 5 
Fair trade 
minimum s. s ; . 9.0 


Dealer cost: 23% 
below fair-trade 
minimium s. s. 
Consumer t.w. 15.8 *15.8 9.0 
Notes: Premium-grade t.w. prices 3.5¢ above regular. 
Kerosine—Penna., add 1¢ for t.w. deliveries of less than 100 
gal. at one time. Camden—Add 1¢ for deliveries of 100-299 gal., 
2¢ for less than 100 gal. 
Effective dates: aFeb 28, AFeb. 26, «Mar. 2, xMar. 12, +Mar. 13. 


Phila. 
Pa. 11.11 





Beautiful 
Design 
Sturdy 


Construction 


Tell Y our Story — Sell Y our Product with 


TEL-A-SIGN 
ILLUMINATED PLASTIC SIGNS 


Leaders oot epi field of ANIMATION 
TEL-A-G1GN tates ot nage display than neon—ot a frastion of the 


TEL £-A-S0H s new te oy =. 

elude — Flowi Lite, 

COLOR TRAN 5 Npamane Es animated 

through polarization. 

Write for literature in full color. 
a . sina INC. 960 West 122nd Street 

os Chicago 43, Illinois 

Hee in principal cities 


of Point-of- je signs i 
CF yy Tae 
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TANK TRUCKS AND SEMI-TRAILERS 
stay safely parked with 


—] CASTEEL 


Heavy Duty 
WHEEL 
BLOCKS 


This big Heavy Duty Model WB15 with extra rugged 
construction and exceptional holding power is well 
suited for chocking the heavy wheel loads of oil trans- 
port equipment. 

Wide contour face extends 12” on treads. Broad flat base 
with five 344” angular gripper teeth integrally cast-on, 
to guard against slippage on any surface. Cast in one 
piece of high-strength Alloy Steel, provided with chain 
hole connection. 


For other types and sizes of Wheel 
Blocks, send for new Bulletin P-57. 


CALUMET STEEL CASTINGS CORP. 











Tank Wagon 





Ohio Standard 


Cincinnati 
Cleveland ... 
Columbus . 
Dayton 
Lima eg 
Mansfield 
Marion .. 
Portsmouth 
Toledo .. 
Youngstown 
Zanesville .. 


Notes: Kerosine, Nos. 1 & 2 Fuels—Prices are for 100 gal 


1-49 gal, add Premi 
peng ac rok jum-grade prices: consumer t.w. & s.s. 


a 


YVYNNYV 

S833sB% 

Ge Ge 60 00 OO OO 
RNNYNKPKPNYKNNY 
ee ee el) 
00 0 eo o’o to 'o 


tae be hhh fh a fh fh mth ps 
Vy 
888 
Go 00 GO 


SIR ANIAIIAIIANAG 
WW DW WwW wWWwWwWwWwwa 
9° G0 90.90 G0 GO GO GO 90 G8 90 G8 GO 
a® DoooobSoobe SS 


20.8 


r more; for 50-99 gal 
¢ above regular, resellers 3. 


cr 


prices are at company-operated stations. 


i 
- RRR eRasae 
ARADAARADAAAAA 


add 1¢; 


ite 


é 





Imperial Oil (Prices are per imperial gal., to arrive at price per U. S. gal., subtract 1/6th.) 


St. John’s, Nid. ............. 
= N. S. 


oe. a ea 
I a a und 
Brandon, Man. .. 


R 


Sas! 
Calgary, Alta. 
Edmonton, Alta. 
Vancouver, B. C. 


(Esso Gasoline Regular) 

Dealer Gasoline 
Taxes WwW. 
17.0 19.7 
18.7 
18.7 
20.6 
19.3 


8. 
8. 
8. 
20. 
7 
17. 
6. 
5. 
8. 


a 
ooooo 


ina, Sask. 
toon, Sask. 


NNYNNNNNYNNN 

$0 eat ee NS A 8 8 0 Sd SAO SS 
— COW I WWD $ 
Ce ee 
SOOM me WWW 


Soooooo 


be Gasoline taxes are provincial taxes. 


gy rade gasoline t.w. prices 3¢ above regular. 
*Price is for premium grade. 


x Effective Feb. 22. 


Furnace Oil 
No. 2 fuel 











Coming Next Month 
THE aL NEW 1956 
OIL PRICE HANDBOOK 


(33rd EDITION) 


Containing all vital oil price information for 1956 . 
price changes . . . daily and monthly highs and lows . . . yearly averages 
of highs, lows, and highs-and-lows . . . for any given petroleum product 

2 . the most complete single source of price information in the oil 
in ustry. 


Used by oil executives .. . marketers . . . buyers . . 
ticians . . . research analysts . . . accountants. . . 
who deals with oil prices in any way. 


. . all prices and 


. sellers . . . statis- 
in fact for anyone 


Platt’s Oil Price Handbook comes to you bound in an attractive hard 
durable cover, indexed for easy reference . . . Price $20.00 per copy. 


The Handbook, because of its nature, is published in limited quantities. 
We suggest you reserve your copy now. You may either send a check 
with your order or we can bill you later. 


WRITE TO: R. H. Loyer 
Platt’s Oilgram Price Service 
330 West 42nd Street, New York 36, New York 











Humble Humble 


Oil 


Dallas, 
Tex. 

Fort 
Worth 

Houston 


Kerosine 
line Tank Re- 
+ Retail Taxes Wagon tail 


16.3* x20.8 8.0 Al4.3 Al8.5 


16.3* x20.8 8.0 Al4.3 A18.5 
16.2 21.7 8.0 A14.3 A18.5 
San An- 


tonio 16.5* +208 8.0 Al4.3 A185 
Notes: T.W. prices are to all classes of 
dealers & consumers, Esso Extra t.w. prices 
2.5¢ above regular; Golden Esso Extra 2.5¢ 
above Esso Extra to contract dealers only. 
*Sales to contract dealers 15.6¢. 
Effective: AJan. 23, xJan. 29, +Feb. 23. 


Kentucky 
Standard 


Gaso- 
line 
Taxes 


Crown 
Net 
Dealer 


Jackson, Miss. 
Vicksburg 
Sireinahem, Ala. 
Mobile 
Montgomery 
Atlanta, Ga. 
Augusta 

Macon 
Savannah . 
Jacksonville, Fla 
Miami 
Pensacola 
Tampa 


Taxes: 
Gasoline tax column includes these 
— Py Mobile, 24 Eiu 
county; jomagoms county: 
Pensacola, 1¢ ye er taxes wer ont 
in prices: erosine, ; Mon 
ory kerosine, 1¢; "Mississippi, Soden te 
x Effective Jan. 12. 


Srooew~~c~e~errprsscssss 
SCSoOSCOMUMUMUMUSCoSSSO 


Texas Co, ight ule oa 
Gasoline Dealer 


20 20 20 90 G0 90 8 Ge 90 Ge 98 
oocooooocoeco“oe]o 


8. 0 
Netess T.W. prices are 5 on min. 50-gal. “de- 
liveries; they apply to dealers & consumers. 
Premium-gra de t.w. prices 3.5¢ above regu- 
lar, except aot Amati Sod El Paso, 2.5¢ higher. 


Continental Oil 

(N. B. Prices are Continental's tank wagon 
prices. Current selling prices may vary from 
those shown because of local conditions). 


Conoco G 
T.W. Gasoline Kerosine 
Taxes 
Denver, Colo. 
Grand Junction 
Pueblo . 
Casper, Wyo. 
Cheyenne. 
Billings, Mont 
Butte .... : 
Great Falls 
Helena 


Salt Lake, U. 
Twin Falls, Ida. 


++ ; 
ed ed ed ed 


NNN ONS=SSSSORawS AI 
Ne WIOACCHPAUDALAWNA 


= 
WOOO LOCOCRBISSSO LOC ©» 
UUACUUACS 


Musk: Okla. 
Oklahoma City 
Tulsa 9.5 


Taxes: Gasoline taxes include aeiet _ a 
taxes; pe AM & Roswell, 0.5¢; Santa 
Fe, Cheyenne & Ca ta 1¢. 

Effective: +Jan. 19. 
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Crude Oil Prices 





Domestic—Prices in effect March 15, 1957, but subject to later correction: in $ per bbl. of 42 U. S. gal. at the well. 
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40 & above. 


FIELDS EAST OF CALIFORNIA 
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Prices are shown by states and by general 
areas in most states. 


GRAVITY SCHEDULES 


ALABAMA.-.-Citronelle 
10¢ above Schedule D: Gulf. 


ARKANSAS 


Bear Creek, Stephens & Other Fields: 
Schedule D: Esso, Arkansas Fuel, 
Coare & Other Fields: 
Schedule A: Esso. 
as olia & Other Fields: 
He above Schedule D: Esso, Arkansas Fuel, 


Sohio. 


Sohio. 
Haynesville & Other Fuels: 
10¢ above Schedule A: 


COLORADO 


Ra 
A: Phillips. 
Adams, Logan, Morgan, Washington, & Weld 
Counties : 
Schedule E: 


KANSAS 

Schedule A: Stanolind for all counties ex- 
cept Ellis, rne, Rooks, Russell, 
and Trego. Phillips for Greenwood County, 
Cities Service for all except Ellis, Norton, 
Phillips, Rooks, Russell, and Trego Counties. 
Schedule C: Stanolind for Ellis, Graham. 
Isborne, Rooks, Russell, and Trego Counties. 
Phillive "for 7 fields except Greenwood County. 
Pure, Shell. Sinclair, Texaco for all fields. 
Continental | for Barton, Ellsworth, 


Sedgwick, and Sumner Counties. Cities Service 
for Ellis, Sesten, Phillips, Rooks, Russell, and 
Trego Counties. 


LOUISIANA—Central 
Catahoula Lake & Other Fields : 
Sohio. 


F: » 

Hemphill & Other Fields: 

Schedule G: Esso, Sohio. 
Olla & Other Fields: 

Schedule H: Esso, Arkansas Fuel, 
LOUISIANA—Coastal 
Edgerly & Other Fields: 

hedule G: ous. 

Bayou Blue below 28+: 

10¢ above Schedule © (24-29 gravity): 


LOUISIANA—East 
Bee Brake: 
le I: Esso. 
Farview, Delhi =: Other Fields: 
Schedule F: Sun, Sohio. 
Holl. idge * Other Fields : 
Schedule G Esso. 


Stanolind, Pure, Sinclair. 


Sohio. 


Sun. 


LOUISIANA—North 
_ land: 


Lisbon & Sagar Cre Creek : 
Schedule D: 
Athens, Caddo & A Other F 
10¢ above Schedule A: yi Sohio. 
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LOUISIANA—South 

Lake Washngton: 
Schedule F: Esso. 

Anse La Butte & Other Fields: 
Schedule H: Esso, Texaco. 


MISSISSIPPI 
Carthage Point & “ey ~ Fields : 
Schedule F: Esso, 
Fayette & Che Fields: 
ae G: Esso, Sohio. 
u 


Schedule I: Esso. 
Eucutta & Other Fields: 


50¢ below Schedule E (18-30 gravity): Gulf. 


MONTANA 
Elk Basin (Frontier): 
Se le E: Stanolind. 
Elk Basin (Embar-Tensleep & Madison) : 
Schedule K: Stanolind & Carter (schedule 
extends down to 15 gravity). 
Sour Crude: 
Schedule K: 
Sweet Crude 
Schedule E: Continental. 
Cut Bank: 
Phillips, 


Schedule A: 
Schedule M: Phillips. 


Continental. 


Carter, Texaco. 


Ponde 


NEBRASKA—Denver-Julesberg Basin 
Schedule E: Stanolind. 


NEW MEXICO—Intermediate Crude 
Schedule E: Gulf, Phillips, Stanolind, Tex- 
aco, Shell, Magnolia (schedule ends with 
below 15 gravity), Continental. 


NEW MEXICO—Sour Crude 


Schedule Q: Gulf, Phillips, Stanolind, Texaco, 
Sinclair, Magnolia, Continental. 


NORTH DAKOTA 
Schedule A: Stanolind, Pure. 


OKLAHOMA—Sweet Crude 
Schedule A: Phillips, Stanolind, 
Texaco, Continental, Shell, Pure, 
Service, Sinclair, bo 
OKLAHOMA—Soar C 
Schedule ~pemael t Carter, Texaco, Shell, 
Pure, Cities Service, Sinclair (schedule ex- 
tends down to 15 gravity), Magnolia. 


Carter, 
Cities 


TEXAS—East Texas Field 


$3.25 Flat Price: Cities Service, Humble, 
Phillips, Texaco, Sinclair, Gulf, Stonelind, 
Sohio, Magnolia, Shell, Sun. 


TEXAS East Central 


Schedule N: Humble, Pure. 





NEWS 





TEXAS—Gulf Coast 

Goose Creek & Other Fields: 
Schedule O: Gulf, Stanolind. 
10¢ above hedule 0 (24-30 gravity): 
Humble, Sun. 

Hastings & Other Fields: 
Schedule O: Humble. 

Anahuac & Other Fields: 
Schedule J: Humble, Sun. 


TEXAS—North, North Central 
edule A: Stanolind, Texaco, Continental. 

Pure, Sinclair, Magnolia (schedule ends with 
below 29 gravity). 
TEX AS—Northeast pages Crudes) 
Taleo & Other Fields 

Schedule P: Texaco, Humble (schedule ex- 
tends down to below 15). 


TEXAS—Panhandle 

Carson, Gray, Hutchinson, & Wheeler Counties : 
Schedule A: Humble, Texaco, Magnolia. 

(schedule ends with below 29 gravity). 
Schedulet 


Q: Phillips. 
Quinduno: 
Schedule A: Phillips. 


TEX AS—Southwest 
Kelsey & Other Fields: 

10¢ above Schedule H: Humble, Sun. 
Mirando & Other Crudes: 

30¢ above Schedule J (24-29 
Humble, Sun, Magnolia, Texaco. 

25¢ above Schedule J (24- 29 gravity) : 


clair. 
Refugio Light & Other Crudes: 
—— 


gravity): 
Sin- 


20¢ above Schedule H: 
Refugio Heavy & Other Cru , 

30¢ above Schedule J (20-26 gravity): 
Humble. 


ae Central 

Schedule E: Humble, Stanolind, Texaco, 

pa —> Cities Service, Magnolia (schedule 
ds with below 25 gravity). 


onandipes toc Texas Sweet 
Schedule A: Gulf, Phillips, Stanolind, Tex - 
Shell, 7 Cities Service, Magnolia 
(schedule ends with below 25 gravity). 
Schedule E. Gulf, Sinclair. 


TEXAS—West Tex Intermediate 
Schedule E: Gulf. Phillipe Stanolind. 


TEXAS—West case Se 
Schedule Q: 
ble, Texaco, po 


ulf, Phillips, Stanolind, Hum- 
ities Service, Sinclair, 
Shell, Magnolia. 

WYOMING 


Meadow 99 & Other Fields: 
Schedule E. Stanolind, Pure. 
Continental. 


Schedule K: 
Winkleman Dome & Other Fields: 
lind O & . a. oe extends down to 15 
gravity), Continen 
Schedule L: Continental. 
Converse, Johnson, —- & Park Counties: 
Schedule E: Continen 
— ae oe (Tenaleep + + 
le A: reg 08& 





Crude Oil Prices 





FLAT PRICES 


ARKANSAS 
Smackover (Ark. Fuel) 


ILLINOIS 

Ill. Basin (Carter, Texaco, Ohio Oil, 
Shell, Magnolia, Pure, Ashland d, 

Gulf, Sohio) 

Til. (Sohio 


) 
Dudley field (Sohio) 
Plymouth (Ohio Oil) 


MICHIGAN 
Leonard Pipe Line: 
Clare City 
Fork & other fields 
Pure: 
Adams & Deep River 
Coldwater 
Simrall : 
Grant 
Barryton- Sun Denslow 
Sohio 


poe 
OD 
wes 


83 


Br 





NPN Gasoline Index 


Dealer T.W. Tank Car 
(cents per gal.) 
March 15 17.06 13.43 
Month ago 17.21 13.45 
Year ago 16.09 12.52 


co ono 


Coldwater Dealer index is an average of dealer 
INDIANA tank wagon prices ex tax in 50 cities. 

sine oe amead ” armen Tank car index is weighted average of 
KENTUCKY Seaensie: : following wholesale markets for regular- 


Condensate (Gulf) ; . 
Butler Co. area (Owensboro- Crude (Gulf) grade gasoline, FOB refineries or ter- 


Ashland) A J minals: Oklahoma, Chicago District, 
Owensboro area (Ashland) SOU Minneapolis-St. Paul, Western Pennsyl- 


Stunt tends. thalient) po eee: nee vania, California, Philadelphia, Jackson- 
Western Ky., all fields & MONTANA ville, Boston, and Gulf Coast. 
(Sohio) . Darling (Carter) 


LOUISIANA onto TEXAS 

Bi 

Neale (Atlantic). Cleveland & other fields (Sohio) Oe fag. @ eee 
Sweet Lake (Pure) Corning (Ashland) 
Urania (Ark. Fuel) . Corning (Seep) : Clay Creek (Sufi) 

Ville Platte (Continental) ’ Lima (Sohio) 2.7 Coarce (Humble, Sun, Texaco) 


Darst Creek (Hum j 

MICHIGAN PENNSYLVANIA—Penn. Grade Tomball fucbie. _ ae 
Only lowest and highest postings of Allegany, N. Y. (Sinclair) Van (Humble) 
company are shown below. Bradford, Pa. (Seep) . Van (Pure) 
Bay Pipe Line: Eureka, W. Va. (Seep) 23 

i (sour), West Branch Middle Penna. (Seep) : WYOMING 

zs Southwest Penna. (Seep) . Big Sand Draw Condensate 

Zanesville, Ohio (Ashland) t (Sinclair) 


sk 


~ 
~ 
un 











30 99 98 9 90 90 98 G0 
SeVIVVSaks 











CALIFORNIA 


S. O. California prices. All gravities above those quoted take highest price offered for field specified. 
Coal- Elk Huntington Kettleman 
inga Hillst Beac Inglewood Hilla 

“. 60 


Wheeler 
Torrance Ridge Wilmington 


L] 


rok 
2 


. G2 Ge Go Go Go Go Go Go Go GO Ge CO Gano HO HO HO HO NO NY: . 


: SS2SSeeeebreseeseseezaeae : 


: RSRBSRSSSRRSASB: 


20-209 
25. 
~27. 
30-30. 


oe 
b 
1 


; er cogrenco coco cococonononononorohs. - 
: SSSRBRSaSSRSSRSSESZ: 


i 


7 


Bees 2 SE EP SRESES 


; $2 $292.90 90.9090 90 00.90 0 cacao 0 nono nono NO 
: SSSSSRSRSASRSESSBAINGS 
i ctebebetstetetetetetetabatstatabatateaid 


92 £2 60 60 6 Ge 60.60 69 G0 00 8 60 90 60 G9 Go 90 G9 BO HO HO RO RON RO HOE 
SRSSSSRASSBRR SEK RESLSSRAISE 


ebbaees 


*Prices are same for Elk Hi 
Stevens Zone. 
#Long Beach. 


= 


ls (Shallow) ood Midway Sunset. 
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Foreign—Prices in effect March 15, 1957, but subject to later corrections; in $ per bbl. of 42 U. S. gal., except as noted. 


VENEZUELA MIDDLE EAST (cont.) 


[ x 
Prices per bbl. for cargo-lot Bape FOB vessels at ports shown; effective at time vessel — a es ee suena. pA 


tenders for loading; su t notice, and to availability and other terms stated , 4 
below; 2¢ per bbl. iiersatia’ per a per cares of gravity applies for gravities below and above those Fog en neleatia mane —— 
shown, except as noted. Prices for crude oil sold at points other than those indicated subject Int'l, Sohio-Iran, Tide Water-Iran, } ignal 
to variation from prices shown below to reflect any change in transportation and termi g Saat. Wan: Sedona teem, Gan a 
requirements. oy 4 to companies posting: 1—Colon Development, Bs aay se - Shell de Vene- ern, N.1.0.C. 
zuela, 3—Creole Petrolum, 4—International Petroleum, 5—Mene Grande, 6—Richmond Explo- tcnatabidehe wen bh . 56-369 188 
ration, 7—Sinclair Oil & Refining, 8—Socony Mobil Co. de Venezuela, 9—Texas Petroleum. BP Trading, Coma, ~ 2 CFP (iranian 
Crude Posted By Gravity Price Branch), Shell Pet., Gulf Int'l, iran Calif., 
Anaco Wax 41.0-41.9 " Mobil Overseas, Texaco (iran), iran Atlantic, 
Bachaquero Flat Richfield Iran, Sohio-Iran, Tide Water-iran, 
Bachaquero 13.5-13.9 20* Hancock Int'l, Pac. Western- -Iran, San Jacinto 
B i + ’ 14.5-14.9 r Eastern, Signal Int’l, Am. Independent. 
Bachaquero Heavy Flat : Iranian Heavy (ex Abadan’ _$1-31.9 
y ran w 

Bolivar Dist. Heavy ..... Bachaquero, Cabimas® 12.5-12.9 a Pet., [ran "Calif, aR Overseas, Tide W 
Bolivar Dist. Heavy ..... Cardon 12.5-12.9 
Bolivar Dist. Heavy . Lagunillast 12.5-12.9 
Cobimes * Galas Getty)t 22.0224 
Cabimas oe = Genry) 22.0-22.4 . Pre (ex Mina-al-Ahmadi) 31-31.9 
Cabimas ’ |, Las Piedras 20.0-20.4 ° BP Trading, Gulf Explor., Mobil Overseas. 
mas ... Las Piedras Quator (ex Said) 

t i Esso port, Mobil Overseas 41-41.9 2.10 
poy SR pothese: —" —~gou BP Trading, CFP, Shell Pet. 40-40.9 2.08 


Cruces/Manueles Colonchat Gastere Siedeetmaees 
Cumarebo ...++ Tucupido Crude Gravity Prise 
Guanipa Puerto La Cruz Arabian (ex Sidon, Lebanon) 
Guanipa Puerto La Cruz 
Guere P(Crude Waxing) Puerto La Cruz 
Jusepin Caripito 
Lagomar Cardon 
Lagunillas Cardon 
Lagunillas Heavy .. Las Piedras/Amuay 
Lagunillas .. Las Piedras 
Lagunillas .. Las Piedras 
Lagunillas Las Piedras 
Lagunillas .... Lagunillast 
La Rosa .. .. Amuay 
Leona ; Puerto La Cruz 
Leona ..++ Puerto La Cruz 
Mara Cardon 
ine be Las Piedras 
Las Piedras 
Las Piedras 
iras 
Palmarejo 








. Iran, Signal In 
pendent, Richfield Iran, Gulf ner San Jacin- 
to Eastern. 





“sla saiel 


Esso port ? 36-36.9 2.69 
M.E. Crude Sales, Mobil Over- 
seas 
Iraq (ex Tri poli, oe gag Syria) 
BP Trading, CFP, Esso Ex- 
port, Shell Pet. 36-36.9 2.69 
Mobil Overseas 35-35.9 2.67 


FAR EAST 
Price is in U.S. dollars per bbi. of 42 MS 
gal. FOB rere 9 Sarawak, as posted b 
rawak Oilfields Lid., ex local port or other 
government charges, for crude within gravity 
range stated, loaded in full cargo lots. 
Seria Light, 37-38 API _. $2.60 


SSSzs 


in We Wo Wo We 00 
SaSee 


+ 


About 15/16 
Flat 

About 15/16 
Fl 


at 
About 15/16 
About 15/16 


PPRNPNNYNNNNPennw 
Sees 
++ 


al 
aA 
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Canadian Crude Prices 


Posti of Imperial Oil Ltd. Prices are 
in Canadian dollars per bbi. of 35 imp. gal. 
Alberta 


Acheson/Stony Plain 
Armisie 
Battle 
Duhamel 
Faurydell 
airy 
—— Valley 
Golden "e 


Joarcam-North 
Joarcam-South 


NPP 
SAaBaS 
se 





awe Coonee (Pedernales)+ 
. Caripito 
Puerto La Cruz 


Sa etabihoet Condensate Puerto La Cruz 
Santa Rosa ; 

Stabilized Condensate Puerto La Cruz 
San Joaquin 
San Joaquin 
San 


5 
3 
2 
5 
4 
2 
* 
2 
6 
2 
2 
5 
4 
2 
1 
1 
3 
3 
4 
7 
3 
: 
5 
3 
2 
4 
5 
2 
3 
5 
2 
2 
2 
5 
9 
4 
3 
9 
5 
5 
3 
3 
5 
4 
3 
8 
2 
2 
3 
3 
9 
2 


: J 
About 47/48 . Leduc-W. 


atts : New Norway D-2 


41.0-41.9 34 — Norway D-3 . 
. 41, <BR RES oe. 
34.0-34.9 S 


17.0-17.4 Cae, 
17,0-17.4 Westward Ho 


38.0-38.9 Daly area . - 

20.5-20.9 East Cromer (Daly) 
Virden area .. 
Woodnorth ._... 


CWhWwwWwwNUWe—KhUNT HWwNwYN 


.. 240-249 . 

rom i . 16.5-16.9 . 
erential per 4% degree gravity: *2.5¢ bbl. A3¢ bbl. @3.5¢ bbl. xDifferential lies f 

each full 1 gravity above 41.0 and or cach fll degree ravi a Se Shallow 

draft only. water mooring. #Also available at La Salina at 3 less. tAlso available 

FOB Puerto’ La Cruz. 





MIDDLE EAST 
Persian Gulf 


Prices are per bbl. of 42 U.S. gals., exclusive — Gravity 
of local port or other governmental charges, Tee eee ee De Sales ats 
sales taxes, etc., if any; FOB loading port in- rseas 34-34.9 d Turner Valley (Alta.) Crude: Prices: FOB 
Seen Se qreetiien eet Nt ber OL Ge 26:98.8 [ with 33-33.9 grav 
ential per degree of gravity applies for below BP Trading, Mobil ’ Overseas, ‘ : at. $2.665 with ¢ of 
and above those shown. Esso Export, l Pet. .... 35-85.9 1. grav. to 64 & over at $3285. 
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irehatvates 


Gasoline 


Alabama.......... 
pea 


Califor. 


¢ Jonnecticut....... 
Delaware 

District of Columbia. 
Florida 

Georgia . . 

Idaho 

Illinois... . 
Indiana... .. 

lowa. 

Kansas... 
Kentucky . 
Louisiana 

Maine... . 
Maryland. 
Massachusetts 
Michigan. . 
a, 


Mp. pi. 
Montana 
Nebraska. . 
Nevada 
New Hampshire 
New Jersey 
New Mexico. . 
New York 
North Carolina 

or a Dakota 


reg: 
Pennsylvania. . 
Rhode Island 
South Carolina... . 
South Dakota. . 


Total of 48 States and D. of C. 
Daily Average. .... * 
Change from previous year: 
‘otal chan 
Percentage change in Daily Average. 


Tax Rate} ——__—_—__- 
November 


(American Petroleum Institute figures) 
Month o 
Nov. 1956 
Gallons 
74,318,000 
84,473, 000 
5 , 767 000 
rt 909 , 000 
48.553. 000 


Oct. 1956 


Cents Gallons 


ry 


Dd FOS ADOT CEA ADHD AISI MDMA AAIPUAMAAHM-3 


ws 


© 


we 


6 

5 

4 

6 
a 

7 

6 
5 
6 
6 
6 
A 
7 
5 
7 
5 
5 
5 
6 
6 
6 
6 
5 


4,567,072,000 
152,236,000 


+-87.503,000 
+1.95%, 


+These are State tax rates per gallon. In addition there is the Federal Tax of three cents (3¢) per 


*Consumption fi 
of which are not ava’ 


r) Revised. 


eer ttt a) 
Seeeceeneee: 


“e+e 


H2S28 BERERESSISSESS 
33233332322332222232 


se 28 


Consumption by States, November 1956 


——l1 Months Endi 
Nov. 1956 
Gallons 


811,761,000 
1494: 


"153; 759000 
51 576,573,000 


+1,767,185,000 
+8.24% 


With—— 
‘i. 19 


lon 
es for California subsequent to December 1, 1955 are not entirely comparable wit previous periods due to exclusion of Jet Fuel, the quantities 
ble currently nor prior to December 1, 1955. 





Gasoline Prices for 54 U. S. Cities 


Dealer tank wagon and retail prices for regular-grade (housebrand) 
gasoline in 54 representative U. S. cities on March 1 compiled by 
National Petroleum News are shown below. Figures are in ¢ per 
(i) and (d) indicate increase or decrease as compared with 
Feb. t. Tax column includes only motor fuel taxes levied as such. 
State and/or local sales taxes, where applicable to motor fuel, are 
included in service station (tax included) prices at points marked 


gal.; 


with # sign. 


Dir. T.W. 
(ex tax) 
d-17.02 


d-15.90 
15.90 
18.30 
14.90 
14.90 
15.90 

d-17.40 

d-16.80 
15.90 

d-15.30 
17.10 
16.70 
17.20 
17.30 

d-14.90 
17.30 
16.40 
18.10 
17.60 
16.90 


Average U.S. 
Portland, Me. 
Manchester. N.H. 
Burlington, Vt. 
Boston, Mass. 
Providence, R.I. 
Hartford, Conn. 
Buffalo, N.Y. . 
New York, N.Y. 
Newark, N.J. 
Philadelphia, Pa. 
Wilmington, Del. 
Baltimore, Md. : 
Washington, D.C. 
Charleston, W. Va. 
Norfolk, Va. 
Charlotte, N.C. 
Charleston, S.C. 
Atlanta, Ga. ; 
Jacskonville, Fla. . 
Birmingham, Ala. ... 


200 


Service 
Station 
(ex tax) 
d-22.52 
d-20.90 
d-20.90 
d-24.80 
18.90 
19.90 
20.90 
24.50 
i-24.10 
20.90 
d-19.90 
d-19.90 
23.20 
22.90 
24.90 
19.90 
22.90 
23.80 
23.10 
22.60 
21.90 


(incl. 3¢ 
federal) 


Jackson, Miss. 
Memphis, Tenn. 
Louisville, Ky. 
Cleveland, Ohio 
Cincinnati, Ohio 
Indianapolis, Ind. 
Chicago, Il. 
Detroit, Mich. 
Milwaukee, Wisc. 


Fargo, N.D. 
Huron, S.D. 
Station Omaha, Neb. 
(incl. tax) Des Moines, Ia. 
d-31.41 St. Louis, Mo. 
d-30.90 Wichita, Kans. 
d-28.90 Tulsa, Okla. 
d-33.30 
26.90 
26.90 
29.90 
31.70# 
i-32.00# 
27.90 
d-28.90 
4-27.90 
32.20 
31.90 
33.90 
28.90 
32.90 
33.80 
33.304 
32.60 
32.90 


Tax Service 


8.79 


10.00 
8.00 


Dallas, Tex. 

Housion, Tex. 
Albuquerque, 
Denver, Colo. . 
Cheyenne, Wyo. 
Great Falls, 

Boise, Idaho 


Reno, Nev. 
Phoenix, Ariz. 


Portland, Ore. 
Seattle, Wash. 
Spokane, Wash. 


Twin Cities, Minn. 


Little Rock, Ark. . 
New Orleans, La. . 


NM. 


Mont. 
Salt Lake City, Utah 


Los Angeles, Calif. e. 
San Francisco, Calif. 


*Includes 1¢ city tax. 


d-15.80 
17.10 
17.70 
17.30 
17.30 

d-15.90 
17.30 
17.30 
17.80 
16.80 

d-16.50 

i-17.10 
16.70 
16,30 

d-12.40 
15.90 
17.20 
17.10 
16.20 
15.30 
16.20 
18.90 
17.60 
18.40 
19.50 
19.70 
18.40 
19.80 
18.60 
16.90 
17.40 
17.90 
18.00 
20.20 


21.80 
22.90 
21.90 
21.90 
21.90 
d-20.90 
23.10 
i-24.20 
23.90 
22.40 
d-21.90 
i-22.10 
21.90 
21.90 
d-16.90 
20.90 
22.40 
22.40 
i-23.80 
i-21.80 
21.70 
25.50 
23.90 
d-24.50 
26.50 
25.40 
i-23.90 
26.50 
d-21.90 
20.40 
23.40 
d-22.60 
21.90 
i-26.40 


10.00 
10.00 
10.00 
8.00 
8.00 
7.00 
8.00 
9.00 
9.00 
8.00 
9.00 
8.00 
9.00 
9.00 
*7.00 
8.00 
9.50 
9.50 
10.00 
8.00 
8.00 
9.50 
**9.00 
*9.00 
10.00 


9.50 
9.50 


**Includes 0.5¢ city tax. 


32.904 
32.90 
i-32.90 
29.90 
29.90 
d-27.90 

31.90% 
i-34.00 
32.90 
30.40 
d-30.90 
i-30.10 


i-33.80 
i-29.80 
29.70 
35.00 
32.90 
d-33.50 
36.50 
34.40 
i-31.90 
35.50 
d-29.90 
29.40 
32.40 
d-31.60 
31.40 
i-35.90 
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Station Building Permits, 3rd 3 Mos. 1956 


(Valuation in thousands) 
Geographic 1956 
Division Third Quarter July August September 
and State No. Val. No. Val. No. Val. No. Val. 
United States Total 2,832 $44,544 899 $13,649 974 $15,466 959 $15,429 
New England 136 2,188 52 673 714 45 
Connecticut 35 494 16 177 1i5i 10 
Maine 20 236 56 146 3 
Massachusetts 45 6ST. «2 264 150.—s 115 
New Hampshire 26 603 176 161 11 
Rhode Island . 5 85 + 22 
Vermont 5 113 + 84 
Middle Atlantic 354 5,726 1,476 2,293 
New Jersey 81 1,203 190 524 
New York .. 171 2,816 760 1,121 
Pennsylvania 1,707 526 648 
East North Central 11,129 3,033 4,291 
Illinois 2,445 632 924 
Indiana 1,409 468 426 
Michigan 3,389 985 1,524 
Ohio 2,953 721 1,062 
Wisconsin 933 227 
West North Central 3,584 1,272 
lowa 684 277 
Kansas 587 122 
Minnesota 1,250 493 
Missouri 580 174 
Nebraska 232 103 
North Dakota 117 41 
South Dakota 134 7 62 
South Atlantic 7,012 2,320 
Delaware 15 256 135 
Washington, D.C. 4 70 34 
Florida .. 132 2,540 697 
Georgia 79 933 344 
Maryland 50 742 301 
North Carolina 67 967 216 
South Carolina 18 266 118 
Virginia og 74 += 1,002 312 
West Virginia 15 236 163 
East South Central 163 2,330 748 
Alabama 74 839 233 
Kentucky 30 520 203 
Mississippi 21 364 102 
Tennessee 38 607 210 
West South Central 342 4,984 1,669 
Arkansas 15 298 112 
Louisiana . 43 725 147 
Oklahoma 50 697 316 
Wee: 85.3 234 3,264 1,094 
Mountain 154 2,361 927 
Arizona ... 26 302 91 
Colorado ... 42 679 263 
Idaho. .... 11 205 39 
Montana .... 13 201 92 
Nevada . a 11 185 105 
New Mexico .. 20 278 135 3 
Utah 26 401 154 174 
Wyoming .... 5 110 48 
Pacific 408 5,230 1,531 150 1,815 
California .. 301 3,463 986 118 1,337 1,140 
Oregon ....... 43 630 105-15 199. 326 
Washington ... ey oy rt: 440 17 348 2 349 


Data shown in this tabulation have been developed to represent all areas which require 
building permits, rural as well as urban. These places, w! n r sapeiestely 3 200, 
ma Bei 80 percent of the game nonfarm fare population according to the 1950 C 

figures do not represent the volume tually started during each month 
since no adjustment has been made for lapsed building permits nor for the time lag between 
permit issuance the start of c 
tNone reported. 


SANs Oo 


iS 
aSBnroow 
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IF YOU USE THESE 
PRODUCTS... 


send for 
the world’s most 
complete, illustrated 
catalog of 


ELECTRIC 
LANTERNS 








Men on the Move 


Now available 
in a new edition... 
with new figures. 


This popular booklet points up the 
important sales problem of personnel 
turnover in industry. Out of every 
1,000 key men (over a 12-month pe- 
riod) 343 new faces appear ... 65 
change titles . .. 157 shift .. . and 435 
stay put. These figures ore based on 
average mailing address changes on a 
list of over a million paid subscribers 
to McGraw-Hill magazines. 


Write us for a free copy 


Company Promotion Department 


McGraw-Hill Publishing Co., Inc. 


330 West 42nd Street, 
New York 36, New York 





A MESSAGE TO AMERICAN 


INDUSTRY © ONE OCF A 


SERIES 


A Progress Report on Faculty Salaries: 


UP...But Not Nearly Enough 


Tue cuHart on this page provides a report of 
the progress being made in solving a problem 
of crucial importance to every American. The 
problem is that of seeing that college and uni- 
versity faculty members get decent salaries. 


This new chapter, which brings the story for- 
ward two years—from 1954, when ‘it was last 
dealt with in this series of editorials, through 
1956—has a decidedly cheering element. For 
in the last two years faculty salaries have made 
real headway. 


Two Years of Improvement 


In 1954, in terms of what their salaries 
would buy, faculty members as a whole 
were actually worse off, by 5%, than they 
had been fourteen years earlier. As the 
chart shows, over the same period the real in- 
come of the average industria! worker had in- 
creased by almost half. And, in what it would 
buy, the income of the average physician, with 
professional training comparable to that of 
the average faculty member, had jumped by 
80%. 

In 1956, however, the average faculty 
salary would buy about 12% more of 
goods and services than it would in 1940. 
Relative to where they were two years be- 
fore, faculty salaries showed a larger gain 
over the two years than those of aay of the 


202 


other groups whose salary progress is 
charted. 

This movement of faculty salaries in the right 
direction has many contributing causes. The 
biggest single boost was given by the great Ford 
Foundation gift of half a billion dollars to our 
colleges, universities, and hospitals, almost half 
of which was ear-marked for faculty salary in- 
creases. Gifts from business firms have also 





What is Happening to College Faculty Salaries 


Percent Change INDEX 1940- 100-4 
Real Income Before 
Taxes Pie 4 


1940-54 1954-56 1940-56 


Physicians + 9% 
industrial Workers +49% -+10% 
Lawyers ........ +18% 
Faculty Members..- 5% 





FACULTY MEMBERS 


80 
1940 1954 1956 
Data: Council for Financial Aid to Education, U. S. Dept. of Com- 


merce. U. 8. Dept. of Labor, National Association of Educa- 
tion Research Dept., McGraw-Hill Dept. of Economies. 
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helped a lot. And so, in many cases, have 
stepped-up money-raising campaigns by alumni 
groups and cooperative regional and state 
groups of colleges. 


Still a Long Way to Go 


However, faculty salaries started their 
ascent from such a dismal depth that they 
still have a long, long way to go up before 
there is room for the comfortable convic- 
tion that they are fair, or even safe, fromthe 
standpoint of protecting the nation’s vital 
interests. It still remains possible to find many 
shocking companion pieces for the following 
incident recently reported to a McGraw-Hill ex- 
ecutive group, working on problems of financial] 
aid to higher education, by the president of an 
illustrious small liberal arts college. 

“The recruiting officer of one of our large 
industrial companies came to our campus a few 
weeks ago,” the college president said, “and 
offered five of our seniors higher salaries to start 
working for that company when they are gradu- 
ated next June than the salary received by any 
member of our faculty. And theseniors, of course, 
promptly went to their professors to seek advice 
on whether or not they should accept. It doesn’t 
take much imagination to see what this sort of 
thing does to the morale of a faculty.” 


Senior Teachers Fare Badly 


One of the more devastating things it does, of 
course, is to make the more experienced college 
and university faculty members receptive to the 
idea of going to greener pastures, currency- 
wise, in business and industry. 

For these senior faculty members the 
financial pounding in the past 16 years has 
been even worse than the chart indicates. 
While the average real salary gain reported 
by the chart has been 12%, the average 
salary of a full professor still buys less 
than it did in 1940. This is because most of the 
salary increases have gone to beginning instruc- 
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tors, for whose services industry has been pro- 
viding the sort of competition reported by the 
liberal arts college president. 

And it creates this financial lackluster of 
posts as senior college faculty members right 
at the time their services are needed more than 
ever to handle the oncoming flood of college 
and university students. Between now and 1970 


college and university enrollment is expected 
to double. 


What is Needed Now 


What is clearly needed is a continuation 
and intensification of the drive to increase 
their salaries to a point where college and 
university faculty members will be sharing 
somewhere near fully in the general pros- 
perity of the nation. It could be counted good 
progress in this direction if over the next two 
years faculty salaries on the average were to 
go up another 12%, with most of the increase 
concentrated in the senior faculty ranks. And 
this can be made possible only through more 
outside contributions. 

There is reason to be encouraged by the prog- 
ress that has been made over the past two years 
in bailing college and university faculty mem- 
bers out of the terrible financial hole into which 
they were allowed to slide. But there is the most 
urgent occasion to keep at it and harder. 





This message is one of a series prepared by the 
McGraw-Hill Department of Economies to help 
increase public knowledge and understanding 
oj important nationwide developments that are 
of particular concern to the business and pro- 
fessional community served by our industrial 
and technical publications. 


Permission is freely extended to newspapers, 
groups or individuals to quote or reprint all or 
parts of the text. 


ReuatA lV tbre.— 


PRESIDENT 
McGRAW-HILL PUBLISHING COMPANY, INC. 














PLYMOUTH 


more good reasons ' 
why every gasoline retailer 
should stock and sell... 


All five Chrysler Corporation cars use POWER TIP as original 
equipment — five more reasons why dealers should stock and sell 


POWER TIP to take advantage of this growing ready-made market! 


Power Tip was designed especially to meet the 
extreme demands of higher-horsepower, higher- 
compression engines in Chrysler Corporation 
cars. That’s the reason why the owner of a 
Chrysler-built car has every right to expect 
his dealer to install Auto-Lite Resistor Spark 
Plugs with Power Tip—the same spark plug 
that came with his car when it was new. 


Only nine numbers give complete coverage of 


the entire overhead-valve V-8 passenger car 
market, as well as the market for most passenger 


‘ cars that are equipped with overhead-valve 


6-cylinder engines. 


Dealers who stock and sell Power Tip are 
ready at all times to take advantage of the fast- 
growing original equipment market of Chrysler 
Corporation cars. 


THE ELECTRIC AUTO-LITE COMPANY @ TOLEDO 1, OHIO 


AUTO-LITE MAKES A COMPLETE LINE OF SPARK PLUGS INCLUDING STANDARD, 
RESISTOR, SMALL-ENGINE, AIRCRAFT, DIESEL-STARTING AND TRANSPORT. 

















DE SOTO CHRYSLER IMPERIAL 


AUTO-LITE 


RESISTOR SPARK PLUG WITH 


POWER TIP 





POWER TIP GIVES UP TO 5 ADDITIONAL 
HORSEPOWER COMPARED TO 
NEW STANDARD TYPE SPARK PLUGS! 


Dynamometer tests prove 
that Power Tip gives up to 5 
additional horsepower com- 
pared to NEW standard type 
spark plugs operated in the 
same engine under identical 
conditions. Gain in horse- 
power is due to protruding 
tip that provides more effec- 
tive initiation of combustion. 


In addition, the Auto-Lite 
Resistor Spark Plug with 
Power Tip is hotter at low 
speeds to resist fouling, and 
cooler at high speeds to 
check pre-ignition. Power 
Tip is the only spark plug 
ignition-engineered for 
today’s engines and today’s 
driving conditions. 


Investigate the 
Profit Possibilities of 
Power Tip today! 





fe ah 


Fire! But this Butler building didn’t burn. All-steel, it safe-guarded its 
contents while fire ravaged the surrounding area. 


¢ 4 
sate eemmmcmmpeccanngmananacereal, 


You get maximum usable space inside with Butler's straight side-walls, 
post-free interiors and clear-span ceilings. 


YOU named this metal building 


First in the 


You may have been one of the readers of this publication 
who were recently asked which metal building they con- 
sidered first when steel buildings were mentioned. As the 
figures below show, readers like yourself named Butler 
metal buildings more often than all of the other com- 
petitive makes combined! 


Which Steel Building Considered First 
Percent of Mentions 
54% 
16% 
11% 
9% 
10% 


Butler ‘ 
Make rae 
Make cat mud 
Make wre 
All Others 


as 


4 paowe” 


BUTLER 


Oil Industry 


Why Butler buildings above all others? Because Butler 
buildings are pre-engineered and factory-fabricated to go 
up faster, look better and last longer. For example, each 
part is attached to the framework with weather-sealed 
bolts. This means the building stays strong and weather- 
tight—expansion and contraction can’t work parts loose. 
Enlarging or re-locating the building is easier, too, since 
parts can be unbolted and re-assembled with almost 
100% salvage of materials. Butler’s bolted construction 
is just one of seven features that make Butler buildings 
a better buy. Get all the details from your local expert 
on Butler buildings—your Butler Builder. Or write for 
Oil Industry bulletin. 

See “Buildings” in the yellow pages of your phone 
book for the name of the Butler Builder nearest you. 


MANUFACTURING COMPANY 


7454 East 13th Street, Kansas City 26, Missouri 


Manvfacturers of Steel Buildings - Oil Equipment +» Farm Equipment > Dry Cleaners Equipment + Outdoor Advertising Equipment + Special Products 


Sales 
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inch 


offices in Los Angeles, Rich 





d, Calif. * Houst 





. Tex. © Bir Ala. ¢ Mi polis, Minn, * Chicago, Ill. * Detreit, Mich. * New York City and Syracuse, N. Y. 
Washington, D.C. ¢ Burlington, Ontarie, Canada 
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Herriott: They don’t consider jobbers 


Head of the Hawkeyes 


JIM HERRIOTT, new president of 
the Iowa Independent Oil Jobbers 
Assn., is a one-time major company 
employe who believes, as he puts it, 
“The big problems would be elimi- 
nated if major suppliers would accept 
the fact that jobbers can do a more 
efficient job than they can.” 

The new head of the Hawkeye 
jobbers is a partner in Jones-Herriott 
Oil Co., Iowa City. It's a Texaco 
jobbership with a volume of about 
3.5-million gal. in Johnson County. 
He succeeds Fred A. Bogaert, Hawk- 
eye Oil Co. (Shell), Marshalltown. 

Polite, friendly and earnest, Her- 
riott is devoted to the serious side of 
association activities, allowing him- 
self little time for social indulgence 
at conventions. But there’s nothing 
prudish about him. 

Out of School—Born in Galesburg, 
Ill. on May 13, 1901, James E. Her- 
riott was graduated from Knox Col- 
lege in 1924 with a major in math- 
ematics. After four years as a teacher, 
coach and superintendent of schools, 
Herriott decided that wasn’t a man’s 
career. He became a salesman for 
a Peoria brokerage firm, C. E. Wheel- 
ock Co. In 1937 he answered a blind 
ad in Minneapolis and was hired by 
Texaco as a sales representative, later 
becoming a zone representative in east- 
ern Iowa. 

When Dean Jones, Texaco jobber 
in Iowa City, began expanding his 
business, he invited Herriott to be his 
partner. In 1949, Herriott took over 
the wholesale operation which he 
handles today with Jones, the presi- 
dent, managing the retail business. 

Community Work—Like many job- 
bers, Herriott has plunged into com- 
munity affairs, is a past president of 
the Lions’ Club, helps at the Univer- 


sity of Iowa’s famous eye bank, at- 
tends the Methodist Church and con- 
siders chamber of commerce work his 
hobby. The Herriotts have two 
daughters—Mariana, 23, and Pat- 
ricia, 15. 

Herriott is sharply critical of the 
majors. “The jobber is not given con- 
sideration as a segment of the in- 
dustry by integrated companies,” says 
Herriott. “When the majors change 
policy, they don’t consider the jobber 
as a factor.” 

The jobber, however, has to up- 
grade himself, declares Herriott. He 
regards the future hopefully: “I have 
a feeling that eventually the majors 
are going to independent marketing 
at the jobber level.” 


Neverman: For Wisconsin, a campus type 


‘Jobber Rights’ Man 


DON NEVERMAN, new president of 
the Wisconsin Petroleum Assn., looks 
as though he had just walked off a 
college campus. But for the past de- 
cade the 38-year-old Neverman has 
been one of the bright young jobbers 
of the Midwest. 

Don is secretary-treasurer of the 
Neverman Oil Co., a family-owned 
corporation that jobs Phillips products 
in the Marinette (Wisc.)-Menominee 
(Mich.) marketing area. Don’s father, 
Paul, is president; his brother-in-law, 
Hans Thomsen, is vice president. The 
officers and their wives compose the 
board. 

Prominent—A leading citizen of 
Marinette, Don has been on the city 
council for eight years and was presi- 
dent for three years, until a council- 
manager government was formed. He 
is on the planning commission and the 
parks and recreation advisory com- 
mittee. He is a past president of Kiwa- 
nis and was on the chamber of com- 
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merce board. He is Marinette County 
chairman of the Lutheran Welfare 
Society of Wisconsin. As a director 
of the Lawrence College Alumni Assn. 
he is active in a $1,800,000 fund- 
raising drive. 

Casual and soft-spoken, Neverman 
affects a sports jacket, pipe and crew 
cut that sets off his round, smiling 
face. Don (not Donald) was born in 
Marinette on Nov. 22, 1918, and 
received a B.A. degree in liberal 
arts from Lawrence College, Apple- 
ton, in 1940. After a hitch in the 
Navy supply corps, he went into the 
oil business in 1946. He directs sales 
while his brother-in-law handles opera- 
tions. 

Neverman married his college 
sweetheart, Barbara Plank, 11 days 
after graduation. They have six child- 
ren, all adopted: David, 9; Charles, 
8; Susie, 7; Dennis, 5; Jane, 4 and 
Tom, 3. 

Jobber Champ—The Nevermans 
have a_ substantial jobbership, ap- 
proaching 3-million gal. a year; and 
Don is a champion of “jobber rights”. 
“T think we (jobbers) have made some 
progress,” remarks Neverman. “But 
it hasn’t kept pace with costs. The 
better jobber is trying to hold on to 
his margin; he has fought so hard for 
it. Jobbers realize that they have to 
try to become more efficient.” 

Neverman, a sharp critic of major- 
company practices, says of the jobber’s 
future: “I think things are coming in 
the right direction. But there are 
several things that gripe you—over- 
building and the loss of commercial 
accounts.” 


News Notes... 


J. L. Wait, administrator of special 
assignments in Continental Oil Co.’s 
marketing department, has been ap- 
pointed coordinator of marketing 
trade relations. In his new position, 
Wait assumes the duties formerly 
handled by O. B. Lloyd, recently re- 
tired coordinator of jobber relations. 
With the change, the position has been 
broadened to include dealer relations. 

Conoco has also announced the es- 
tablishment of its Memphis sales divi- 
sion as a fully integrated marketing 
division headed by J. B. Dickey. J. G. 
Willis, former manager at Memphis 
before it became a full division, suc- 
ceeds Dickey as manager of the Kan- 
sas City division. In the new Memphis 
setup. H. P. Dodson, former assistant 
sales manager, becomes assistant di- 
vision manager; J. E. Long, division 
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” Sea ana A 


you can meet any lubrication standard if you 


BLEND WITH ENJAY PARANOX® 


(DETERGENT-INHIBITOR ADDITIVES) 


Blended with Paranox, lubricants can be compounded to combine both minimum 
wear and maximum engine cleanliness characteristics. That’s why more and more 
refiners and blenders are relying exclusively on Paranox in formulating lubricants for 
heavy duty equipment and all engines that are subjected to tough operating conditions. 


Through years of intensive research and development work with manufacturers and 
oil companies, Enjay has developed the only complete line of high quality additives 
(Paramins®) that can assure maximum performance characteristics. Why not let 
this experience and know-how work for you? Write, wire or phone the Enjay 
Company today. 


ENJAY COMPANY, INC., 15 WEST Sist ST., NEW YORK 19, N. Y. 
Akron * Boston « Chicago « Los Angeles * New Orleans * Tulsa 


Pioneer in 
Petrochemicals 
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About Oil People 





marketing clerk, beeomes supervising 
analyst; and B. V. Locke, creditman 
and office manager, becomes credit 
manager. 

In two other appointments, Marvin 
R. Damron, former district sales rep- 
resentative at Pocatello, Idaho, has 
been named manager of the Des 
Moines marketing district, and Dale 
W. Zinn has been promoted to man- 
ager of the Fort Worth district. 


* 

Robert Fawcett of R. Fawcett & 
Sons Co. begins his second year as 
chairman of Better Home Heat Coun- 
cil in Boston, Mass. New vice chair- 
men are Les Godwin of General Oil 
Co. and Richard Gardener of General 
Heat & Appliance Co. Robert Cullen 
cotninues as secretary-treasurer. 

New faces on the executive com- 
mittee include Stewart Brown of 
Brockton Oil Heat, Alvin O. Bicknell 
of Alvin Hollis Co and William J. 
Bursaw Jr. of Bursaw Oil Corp. 


Marc F. Braeckel and Thomas B. 
Kimball have been elected executive 
vice presidents of Sinclair Refining 
Co., manufacturing and marketing 
subsidiary of Sinclair Oil Corp. Both 
were formerly vice presidents. Braeckel 
continues as director of marketing and 
Kimball continues as director of man- 
ufacturing. At the same time, James 
A. Ahearn, vice president and director 
of transportation, supply and distribu- 
tion, was elected executive assistant to 
the president. 


a 

Henry E. Wenger has resigned as 
chairman of the board of Aurora Gaso- 
line Co., Detroit, Mich., but continues 
as chairman of the executive commit- 
tee and company secretary. Max M. 
Fisher, formerly executive vice presi- 
dent, moves up to the board chairman- 
ship. 


t 
Howard H. Hinson, administrative 
vice president of Continental Oil Co., 
has been promoted to vice president 
and general manager of the company’s 


foreign department, which is being | 


reorganized and expanded. 


J. E. Herriott, Jones-Merriott Oi 
Co. (Texaco), Iowa City, is the new 
president of the Iowa Independent Oil 
Jobbers Assn., succeeding F. A. 
Bogaert, Hawkeye Oil Co. (Shell), 
Marshalltown. The new vice president 
is John Peterson, Hawkeye Oil Co. 
(Gulf and Smith Oil and Refining), 
Cedar Rapids. Treasurer is B. M. 
Fahey, manager of the Rainbow Oil 
Co. (Texaco), Dubuque. 


C. B. MacGlashan has been named 
sales assistant to the vice president 
for Shell Oil Co.’s West Coast mar- 
keting organization. He succeeds E. 
J. Griffin who died recently. In his 
new position, MacGlashan, formerly 
manager of Shell’s West Coast fuel 
oil and liquid petroleum gas depart- 
ment, directs over-all operations of 
Shell’s various product departments 
in the West. C. S. Garvin, also sales 








NEW FILL-RITE “oor so PUMP 


for years of smooth, dependable operation 


ON | 
ONSTRUCTION JOBS ; 
N INDUSTRY. 


RMINALS . . 


SIMPLE DESIGN: Easily accessible to 


clean and service. Lowest possible cost 
to maintain. 


WELL CONSTRUCTED: the motor 


and pumping unit are bolted together, 
permitting a direct driven rotor—no 
gears, belts, or pulleys to service. Hous- 
ing is steel, zinc coated, for maximum 
corrosion resistance. Painted with syn- 
thetic enamel for lasting finish. Base 
is cast aluminum for resistance to cor- 
rosion. 


IDEAL PERFORMANCE: Rotary type 


carbon seal eliminates leakage, binding, 
and adjusting. Pump delivers approxi- 
mately 12 ms per minute. Motor 
fitted with bearings—no greasing 
or oiling required. 
Underwriters’ Laboratory Ap- 
proved. Dimensions: 10%" x 
16%” x 41%”. Weight: 100 Ibs. 
approximately. 


LOW COST: Pricea very moderately, 


here is big value, field tested and time 
proven. 


Write for complete information and 
descriptive literature. 


FILL°RITe 


ELECTRIC REFUELING PUMP 


STELLA EOE 
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About Oil People 


assistant to the vice president, has as- 
sumed Griffin’s position as senior 
representative under the vice president 
with jurisdiction over Western retail, 
real estate and sales promotion and 
advertising departments. 

* 

R. E. Foss, a salesman for Union 
Oil Co. of California at Tacoma, 
Wash., has been promoted to retail 
representative there. He worked at 
nearby Seattle as plantman and truck 
salesman before being transferred to 
Tacoma. 

Union has also announced it is en- 





tering the retail market in Cheyenne, 
Wyo., and has appointed Carl F. 
Lange as distributor. Lange has oper- 
ated a service station in Cheyenne 
since 1941, and opened a second sta- 
tion last September. 


ab 

J. Ronald Getty has been elected a 
director of Tidewater Oil Co. to fill 
the vacancy left by the death of Fero 
Williams. Getty has been managing di- 
rector of Veedol G. m. b. H., West 
Germany, and manager of Tidewater’s 
export activities in Europe, Middle 
East and Africa. 





Keep payloads moving faster... 


speed your 


liquid handling 
with the...:nearsori-tawe 


at less cost! 


MOTORR PUMP 


Pumping costs go down—oil keeps on the move—payloads 
reach your customers with dependable regularity—when 
you put Ingersoll-Rand Motorpumps to work. 


They’re rugged and extra powerful for their compact size 
and stay on the job far longer without maintenance atten- 
tion! Installation is easier because no special foundation 
or alignment is needed—they mount and operate in almost 
any position with equal efficiency. 


Sizes from %& to 75 hp...5 to 2800 gpm capacities. 
Straight centrifugal motorpumps as well as self-priming 
types handle practically all oil moving needs, faster and 
more profitably. Get the latest Motorpump catalog 
describing the full line or see your nearest Ingersoll-Rand 
Pump engineer. 


Ingersoll-Rand 


1l Broadway, New York 4, N.Y. 


9-241 





Another Tidewater announcement 
reports that Joe W. Perry has resigned 
as New York district marketing man- 
ager and has been succeeded by A. 
Richard Senftleben, formerly market- 
ing manager of the New England Dis- 
trict. 


Charles A. Schrader has been named 
vice president for supply and trans- 
portation at Leonard Refineries, Inc., 
Alma, Mich. Since 1950, he has been 
president and a director of Michigan- 
Ohio Pipeline Corp. in Mt. Pleasant, 
Mich. Elwood Kisby, vice president 
of Michigan-Ohio since 1953, moves 
up to suceed Schrader. 


W. C. Barnes, former assistant 
Western division manager for Humble 
Oil Co., has resigned to accept the 
position of sales manager for Esso 
Standard Oil Co., S. A. Essosa markets 
in the Caribbean area, Bermuda and 
Central America. W. B. Groseclose, 
Sr., former district manager in El 
Paso, moves to New Mexico to suc- 
ceed Barnes. 


H. G. Meador, 

senior vice presi- 
dent for market- 
ing of Gulf Oil 
Corp. has retired. 
He had been re- 
sponsible for all 
of the company’s 
marketing activi- 
ties, both in the 
United States and 
abroad. 

Meador first BMenter 
joined Gulf in 1910 as superintendent 
of the New Orleans bulk plant. After 
numerous promotions and transfers, 
he was made responsible for all the 
company’s domestic marketing in 
January, 1955, and appointed to his 
most recent position in July of the 
same year. 

e 
Sam F. Poole, Penola Oil Co., is 
Detroit Oil 


line Co., vice presidents; B. C. Dal- 
rymple, Amco Corp., secretary; and 
Reuben Axelrod, Auto City Oil Co., 
treasurer. 

s 


Frederick C. Davern, manager of 
Esso Standard Oil Co.’s railroad sales 
division since 1942, has retired. Earl 
W. Ball, assistant manager, succeeds 
him. 


NATIONAL PETROLEUM NEWS * April, 1957 





W. H. Green is the new president 
of Gibson Petroleum Co., Ltd., Cal- 
gary, Alberta. H. L. Shockley is the 
new vice president and managing di- 
rector. 

* 

Carl G. Hum- 
mel, Jr., has been 
named assistant 
to the vice presi- 
dent in charge of 
marketing for the 
Kendall Refining 
Co., Bradford, 
Pa. He was for- 
merly division 
sales manager of 
the eastern Penn- 

Hommel sylvania - Dela- 
ware-Maryland division. In his new 
post, Hummel will assist G. H. Os- 
borne in all phases of the Kendall mar- 
keting program. 


Steiniger 


Sinclair Oil Corp. has promoted 
five executive officers in line with 
plans for broadening its top manage- 
ment structure. The five elected to 
higher posts are: Harry Jeffries, for- 
mer vice president, elected a director 
and executive vice president-adminis- 
tration, a newly created position; E. 
L. Steiniger, former vice president and 
director, elected executive vice-presi- 
dent-operations, also a new position; 
C. J. Allen, former executive vice 
president of the subsidiary Sinclair 
Refining Co., elected vice president 
and administrative assistant to the 
president; W. H. Morris, former presi- 
dent of Sinclair Pipe Line Co., elected 
vice president and executive assistant 
to Steiniger in operations; and O. P. 
Thomas, former assistant comptroller, 
elected vice president and executive 
assistant to Jeffries in administration. 


& 

Three new district representatives 
have been appointed by the Oil Infor- 
mation Committee of the API: William 
A. Scott, Jr. in the New York-New 
Jersey District, Carl R. Lowendick in 
the Southeastern District, and Charles 
A. Rothfus in the Kansas-Oklahoma 
District. Rothfus replaces Robert B. 
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REDA pioneers the FIRST — 


submergible jet fuel pump 


Now, the Reda Pump Company—world’s 
largest manufacturer of submergible mo- 
tors and pumps provides a new, improved 
means of pumping jet fuel and gasoline 
with these exclusive advantages: 


1. 


2. No vapor locks. 
3. No priming 


No surface 
structures. 


4. No stuffing 
boxes to leak. 
5. No explosion 
hazards. 
6. No pressure 
necessary. limitations. 
7. No horsepower 
limitations. 


. and backed by over 35 years submerg- 


ible pump manufacturing experience and 
know-how. Reda designed and developed 
the first successful submergible motor 
and pump. Over 100,000 Reda Submerg- 
ible Pumps are installed for pumping oil, 
brine and water wells, L.P.G. and gasoline 
for filling stations. 


of 


Let us know your requirements. 
Complete information will be 
furnished on request. 


JOBBERS: Territories avail- 
able; Jobbers, write or call for 
complete information. 


REDA PUMP CO. 


BARTLESVILLE, 


OKLAHOMA 


Worlds Largest Manufacturer of Submergibie Electric Motors and Pumps, For Over 35 Years. 





American Potash & Clhremical Corporation, through its subsidiary, 
American Lithium Chemicals, Inc., is a basic supplier of Lithium 
Hydroxide Monohydrate — vital to high quality multi-purpose greases. 


as ¥ 
Pe ae 


GREASE 


one grease...in place of many 
...f0r industrial lubrication needs! 


“ONE-TYPE” grease for every purpose can now prevent the 

: . misapplication of lubricants in equipment, provide economies in 

ee ee ee teen ides storekeeping and manpower by eliminating special-purpose grease 

these outstanding properties... products. Lithium-base, multi-purpose lubricants simplify 

Water resistance maintenance and minimize dispensing equipment required in 

+ High temperature bearing performance industrial, farm and mobile equipment. A vital ingredient in 

+ Low temperature pumpability ‘3 these tough and versatile greases is Lithium Hydroxide 

: tsa peepee ton — stability Monohydrate, which imparts the ability to withstand wide 

: Si chamiceaalins” ranges in temperature, water contamination and variable loads 
and speeds. For everything—from electric motors to locomotives — 
lithium-base greases will do the job and do it better. 


Write for informational bulletin containing technical data on Trona* Lithium Hydroxide Monohydrate. 


> American Potash & Chemical € oo spilt 


OFFICES - 3030 West Sixth Street, Los Angeles 54, California 
99 Park Avenue, New York 16, New York 
Producers of: BORAX +» POTASH +» SODA ASH + SALT CAKE + LITHIUM + BROMINE +» CHLORATES + PERCHLORATES 235 Montgomery Street, San Francisco 4, California 


* MANGANESE DIOXIDE + and a diversified line of specialized agricultural and refrigerant chemicals 1320 S.W. Broadway, Portiand 1, Oregon 
214 Walton Building, Atlanta 3, Georgia 
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About Oil People 





Bizal, who resigned recently. 

The Texas Oil Information Com- 
mittee has a new chairman, James L. 
Sewell, president of Delhi-Taylor Oil 
Corp.; and in the Rocky Mountain dis- 
trict, P. L. Vander Jagt takes over as 
executive vice chairman. 


° 
A. E. Kihn, formerly manager of 


the marine department for Standard 
Oil Co. of California, has been selected 
to head the California Shipping Co., a 


newly organized company which con- 


perma tencl mepg gen of California CAN CLOSING MACHINES 


+ 
H. A. “Sonny” 
Mayor, Jr., ex- 
ecutive vice presi- 
dent of Southwest 
Grease & Oil Co., 
Wichita, Kan., 
has been elected 
chairman of the 
Petroleum Pack- 
aging Committee, 
representing the 
American Petrol- 
eum Institute, Na- 
tional Lubricating Grease Institute and 
Packaging Institute. Fred J. Beek, 
packaging coordin*tor for Cities Serv- 
ice Co., New York, is the new vice 
chairman. Elected secretary was K. 
W. Lenhart who is in the home office 
manufacturing department of Sinclair 
Refining Co., New York. 
ca 


Mayor 


Edward W. 


Lang, general Angelus seamers are dgsigned to meet the 
sales manager of : 
Cities Service Oil round can closing reqgjrements for all types of 


Co. (Pa.), has petroleum products, id or solid, from 30 
been elected vice B. 

president in 
charge of sales. Angelus machineg 
He was also made dependable; the 


a member of the tain: 
board of direc- and main . 


tors along with 

Thomas F. Me- 
Garey, vice president and manager of 
the asphalt department, and Henry L. 
O’Brien, general counsel of the parent 
Cities Service Co. As directors, they 
succeed three retired officers, former 
president H. E. Brandli, former vice 
president John D. Morgan, and former 
treasurer Walter W. Martin. 


e 
R. L. Berry has been appointed gen- 
eral sales manager of the Delhi-Taylor ; A i G E IL H 5 
Oil Corp. His headquarters are in New 
York. 
Sanitary Can Machine Company 


a 
Norman E. Kelb, president of the 
High Point Oil Co., Indianapolis, Ind., 
was recently elected president of Ayr- 
shire Collieries Corp., operators of 
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BiG SPRING PROFIT SPECIAL! About Oil People 


deep und strip coal mines in Indiana, 
Illinois and Kentucky. But two presi- 
dencies aren’t all: he’s also president of 
the Eel River Mining Co., president of 
Cumberland Quarries Inc., president 
of the National Crushed Stone Assn., 


vice president of the St. Paul Quarries 
Inc., and a director of Republic Coal 


& Coke Co. 
. 
Earl D. Reinhardt, president of the 
Reinhardt Petroleum Products, Inc., 





Richfield distributors in West Oneonta, 
N. Y., has announced his gradual re- 
tirement. Reinhardt will continue to 
~ ©D) 4” keep a hand in the business, but Ed- 

ward S. Dewey, newly elected presi- 
dent, takes over as active head of the 
company. 


\ 


NY 


mt 


* 

Charles K. A. McGaughey, presi- 

dent of Central Petroleum Corp., Lex- 

ington, Ky., has been named distribu- 

tor in a ten-county area of eastern 
Kentucky for D-X Sunray Oil Co. 

e 

John W. War- 

ner, vice president 

and marketing 

manager of Tide- 

water Oil Co.’s 

central division, 

has retired after 

more than 37 

years with the 

company. War- 

ner’s first sales 

job with Tide- 

Warner water was in Day- 


AW ton, Ohio. He later transferred to 
Cleveland, Chicago, New York and 
. “ad AWA Baltimore in various sales managerial 
| f f nly capacities. For the past 27 years, he 
i f q 0 has lived in Tulsa, Okla., and plans 


: 1194 JOIN THE WILLARD AUTEX | **#s='=r0=s: ten 


= 
—— 
=. 
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Spring Colling Pound! | comme ees 


Colo., agent for Continental Oil Co., 
MARCH 15 to APRIL 30 died Feb. 12 at a Boulder hospital. He 


Take advantage of this opportunity to boost spring entered the oil business in 1922 as a 
exchange battery profits . . . include a battery check in every service station attendant. He was 
spring tune-up. Recommend and sell Willard—the later promoted to Denver region as- 


one line with a type, size and price for every customer. sistant in marketing. During the 1930s 
Mn qd : qd UJ he served four years as manager of 


945 DROFIT! FREE PROMOTION PACKAGE | ‘etc corso 


In 1937 Jamison resigned from 
contains hard-hitting point-of-sale display material : P 
. » just send your name and address te Willard Conoco to become vice president of 


Storage Battery Division, Cleveland 1, Ohio. Sommers Home Oil Co. During World 
War II the firm merged with Conoco, 
Place your order at the and Jamison became a regional official 


Spring Special price for the War Production Board. 
; Alii suogle noes walkin tos After the war he was placed in 
OWL ld mediately to Willard charge of Conoco operations at 


Storage Battery Division, 
Clev 1, Ohio. Boulder. 
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Coming Meetings 


April 


Oil Industry TBA Group, West Coast 
section, Hotel Miramar, Santa Barbara, 
Cal., Apr. 1-2. 


PAPI, OIC Steering Committee, Bilt- 
more Hotel, N. Y. C., Apr. 4. 


Michigan Petroleum Assn., annual meet- 
ing, Hotel Pantlind, Grand Rapids. Apr. 
9-10. 


Oil Industry TBA Group, Central sec- 
tion, Chase Hotel, St. Louis, Apr. 15-16. 


American Society of Lubrication Engi- 
neers, annual meeting, Sheraton-Cadillac 
Hotel, Detroit, Apr. 15-17. 


National Petroleum Assn., 54th semi- 
annual meeting, Hotel Cleveland, Cleve- 
land, Apr. 16-18. 


Independent Petroleum Assn. of Amer- 
ica, mid-year meeting, Hotel Buena 
Vista, Biloxi, Miss, Apr. 28-30. 


Eastern Petroleum Credit Managers, 20th 
annual conference, Penn Sheraton Hotel, 
Pittsburgh, Apr. 29-May 1. 


Assn. of American Battery Manufactur- 
ers, spring convention, French Lick 
Hotel, French Lick, Indiana, Apr. 30- 
May 1. 


May 


Connecticut Petroleum Assn., annual 
convention Hotel Statler, Hartford, 
Conn., May 1. 


>Oil-Heat Institute of New England, an- 
nual meeting, Hotel Statler, Boston, 
Mass., May 2. 


*Georgia Oil Jobbers Assn., 10th An- 
niversary annual convention, Bon Air 
Hotel, Augusta, Georgia, May 3-4. 


API Division of Marketing, lubrica- 
tion committee meeting, Grand Hotel, 
Point Clear, Alabama, May 6-8. 


Indiana Independent Petroleum Assn., 
French Lick Hotel, French Lick, Indiana, 
May 8-9. 


Virginia Petroleum Jobbers Assn., an- 
nual meeting, John Marshall Hotel, Rich- 
mond, Va., May 9. 


Virginia Oil Men’s Assn., annual meet- 
ing, John Marshall Hotel, Richmond, Va., 
May 10. 


Pennsylvania Petroleum Assn., Bedford 
Springs Hotel, Bedford, Pa., May 12-14. 


Liquefied Petroleum Gas Assn., annual 
meeting, Conrad Hilton Hotel, Chicago, 
May 12-15. 


North Carolina Oil Jobbers Assn., spring 
convention, Carolina Hotel, Pinehurst, 
N. C., May 12-15. 


Fuel Oil Distributors Assn. of New 
Jersey, 19th annual convention, Hotel 
Berkeley Carteret, Asbury Park, N. J., 
May 15-17. 


Independent Oil Men’s Assn. of New 
England, 33rd annual convention, Hotel 
Statler, Boston, Mass., May 16. 


Tennessee Oil Mens Assn., spring meet- 
ing, Andrew Johnson Hotel, Knoxville, 
Tenn., May 16-18. 


API fuel oil committee, Seaview Country 
Club, Absecon, N. J., May 18-19. 


>Chicago Gasoline Jobbers Assn., an- 
nual meeting, Inn Hotel, Ponte Vedra 
Beach, Florida, May 18-24. 


»National Assn., of Oil Equipment 
Jobbers, Sheraton Hotel, Chicago, May 
20-21. 


API Division of Marketing, mid-year 
meeting, Chalfonte-Haddon Hall, At- 
lantic City, N J., May 20-22. 


Gasoline Pump Manufacturers Assn., 

annual meeting, Greenbrier Hotel, White 

Sulphur Springs, W. Va., May 22-24. 
(Continued on page 216) 
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FOR PROMPT, PERSONAL SERVICE, CALL OR WRITE... 


BIRMINGHAM 7a@Mhk COMPANY 


DIVISION OF 
IRON WORKS COMPANY 


THE INGALLS 


SALES OFFICES: New York 


Chicago Pittsburgh Houston 
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CLASSIFIED = 


DISPLAYED RATE 
The advertising rate is $17.50 per inch for 
Equipment and Business Opportunity advertis- 
ing appearing on other than a contract basis. 
EMPLOYMENT OPPORTUNITIES — $23.40 per 
inch. Subject to agency commission. AN AD- 
VERTISING INCH is measured % inch verti- 
cally on one column, 3 columns—30 inches—to 


Send NEW ADVERTISEMENTS to Classified Advertising Division 
NATIONAL PETROLEUM NEWS, P. O. Box 12, N. Y. 36, N. Y. 
May issue closes April 10th. 


Coming Meetings 





UNDISPLAYED RATE 
$1.80 a line. Minimum 3 lines. Box numbers 
count one additional line. 
POSITION WANTED. Undisplayed rate is one 
half of above payable in advance. 
DISCOUNT OF 10% if full payment is made 
in advance for four consecutive insertions of 
undisplayed ads. 
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ry 
open. Have an " opening with wonderful possi- 
bilities for advancement and many employee 
benefits. P-4615, National Petroleum News. 





depend on education and experience. Write 
Varvaro, Head Department of 5 ggg mmane 
Be RR a, S.L.I. Lafayette, Louis 


STEEL STORAGE TANKS 
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EQUIPMENT CORPORATION 


328-332 Connell Building 
Teleph bi 43-1117 











SPECIAL SALE 
LPS piston Quart Oli Filter Complete, Excellent 
400 Sonmer for quart oil cans with 5 HP 


Canco 08 Seamer for gallon olf cans with 3 HP 


expl. proof motor 
PRICED TO SELL 
MACHINERY & EQUIPMENT co. 
514 Bryant Street, San F eae Galt” 
‘elephone GArhold | i- misee 











SOF Wanted 

Sales Manager. Wide experience all phases of 
oil marketing—ind trial, wholesale , retail. Have 
organized and 
grams for both majors and we ware Bn mg Pres- 
ently employed but seeking new challenges. Prefer 
Metropolitan NY area. PW-4587, National Petro- 
leum News. 


«| EQUIPMENT ied surps 


For Sale 


Tank Trailers — Used — For Sale or Lease — 
New York area, 40 single axle and tandem axle 
gasoline, fuel oil, asphalt and LPG trailers with 
capacities from 4000 gallon up. Priced from 
$600.00. Write, wire or phone utler Manufac- 
turing Company, Suite 602, 103 Park Avenue, 
New York 17, New York. Telephone MUrray 
Hill 38-9473. 


























Tank Trailers —- Used — For Sale or Lease — 
Chicago area, 25 tandem axle gasoline, fuel-oil 
and LPG trailers with capacities from 5200 gal- 
lon to 7900 gallon. Priced from $2000.00. Write, 
wire or phone Butler Manufacturing Company, 
Suite 1110, 624 S. Michigan Avenue, Chicago 5, 
Illinois. Telephone WEbster 9-5035. 





Tank Trailers — Used — For Sale or Lease — 
Minneapolis area, 80 tandem axle gasoline and 
fuel-oi]l trailers with capacities from 5400 gallon 
to 7900 gallon. Priced from $1600.00. Write, wire 
or phone Butler ae ag ceo 900 
Sixth Avenue, 8.E., , Min 


Oil Jobber Business for Sale 


Distribution of home heating oll, commercial and 
industrial fuel off, fiquid asphalts. Nine truck, 
tractor, trailer and 4” straight truck Sales run 
trom. £780.000.00 to ,000,000 annually. Location: 


BO 4403 National Petroleum News 
330 W. 42nd St., New York 36, N.Y. 











For Sale—Major Brand Bulk Oil Jobbing Busi- 
nesses in Wisconsin and Illinois. Each is show- 
ing a substantial net profit and all have excellent 
potential. Write for information. M. Putnam, 
Petroleum Realty, 3230 University, Madison, Wis. 





Meters—Smith T-10, 2” 100 GPM with air elim- 
inator and strainer, but minus the Veeder od 
counter head and discharge valve. These 
Unused Army Surplus and ready to install. This 
unit lists at $330.00 Priced at $100.00 ea. FOB 
Canonsburg, Penna. Universal Oil & Gas Com- 
pany, Canonsburg, Penna. 





Pumps—Rotary—2”"—80 GPM Yale & Towne 
Positive Displacment BV 80 Model. For trucks, 
bulk plants, will handle gaso. fuels, paints, oils, 
and many other liquids. Current list price approx. 
$255.00 Priced at $100.00 ea. FOB CSBG. These 
are Unused Army Surplus. New Condition. Uni- 
versal Oil & Gas Co., Canonsburg, Penna. 





25 Used steel petroleum trailer tanks, 5000 
to 5750 gallons, completely rebuilt, in excellent 
condition. R. W. McCollum Company, Inc. 1202 
South Elm Street, Greensboro, North Carolina. 





Telephone FEderal "S111, 





pee Same = aed oy oo Sow 


| BUSINESS OPPORTUNITIES 





Birmingham a 18 single axle and tand 
axle gasoline and 1 fuel-oil trailers with capacities 
from 4000 gallon to 7400 gallon. Priced from 
$700.00. Write, wire or phone Butler, Manufac- 
turing y, 931 Avenue “Ww Ensley, 
Birmingham 8, . Telephone 6-5181. 
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ae Oil Plants—Propane Gas Plants—Selected 

ec throughout the midwest. We specialize 
in selling petroleum properties. Ole Brodd, Petro- 
leum Marketers, 605 Produce Bank Bldg., *Minne- 
apolis 3, Minnesota. 





Western Petroleum Refiners Assn., Texas- 
New Mexico area meeting, Hotel Paso 
Del Norte, El Paso, Texas, May 23-24. 


Louisiana Oil Marketers Assn., annual 
meeting, Roosevelt Hotel, New Orleans, 
La., May 24-26. 


National Assn. of Oil Equipment 
Jobbers, spring meeting, The Cloisters, 
Sea Island, Georgia, May 26-27. 


Empire State Petroleum Assn., annual 
meeting, Hotel Statler, Buffalo, N. Y. 
May 26-28. 


National Tank Truck Carriers, annual 
meeting, Sheraton-Cadillac Hotel, De- 
troit, May 26-30. 


June 


Society of Automotive Engineers, summer 
meeting, Chalfonte-Haddon Hall, At- 
lantic City, N. J., June 2-7. 


Oil-Heat Institute of America, 35th an- 
nual convention, Sheraton Plaza Hotel, 
Boston, Mass., June 3-6. 


>Petroleum Packaging Committee, Hote! 
Radisson, Minneapolis, Minn., June 4-5. 


Pennsylvania Grade Crude Oil Assn., 
34th annual meeting, Penn-Sheraton 
Hotel, Pittsburgh, Pa., June 6. 


Arkansas LP-Gas Assn., annual meeting, 
Hotel Arlington, Hot Springs, Arkansas, 
June 9-11. 


Interstate Oil Compact Commission, mid- 
year meeting, Canyon Hotel, Yellow- 
stone Park, Wyoming, June 10-12. 


National Oil Jobbers Council, mid-year 
meeting, Shoreham Hotel, Washington, 
D. C., June 12-15. 


Western Petroleum Refiners Assn., Ok- 
lahoma-Kansas-Missouri area meeting, 
Broadview Hotel, Wichita, Kansas, June 
20-21. 


August 


Society of Automotive Engineers, na- 
tional West Coast meeting, Olympic 
Hotel, Seattle, Wash., Aug. 12-15. 


National Congress of Petroleum Retail- 
ers, annual meeting, Sheraton-Gibson 
Hotel, Cincinnati, Ohio, Aug. 18-23. 


September 

API Oil Information Committee, 
Broadmoor Hotel, Colorado Springs, 
Sept 5-6. 


Society of Automotive Engineers, na- 
tional tractor meeting and production 
forum, Hotel Schroeder, Milwaukee, 
Sept. 9-12. 
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Camouncing VG (TCTI® seve oe 


a high-capacity 
SUBMERGED PUMP 


for heavy-duty service 


This rugged 200 gallon-per-minute 
submerged pump will reduce bulk 
plant operation costs, and maintain de- 
livery schedules at peak efficiency. Ideal 
for combination bulk-retail locations 
where one pump will serve both 
loading docks and island pedestals 
adequately. Similar in construction and 
features to famous Tokheim Model 
55-E for service stations, Model 60-E 
is a fitting companion for the heavier 
demands of bulk plant service. Write 
for new bulletin today! 








Lasy to /nstall- Easy to service 


Extractor-type manifold permits complete pump 
assembly to be installed in, or removed from 
underground tanks. No pit, no wire splicing, no extra 
junction box is required. If manifold is to be 
installed below grade level a manhole with a 
diameter of only 18” is necessary. 











There is no substitute 
for TOKHEIM QUALITY / 


OKHEIM 


GASOLINE PUMPS 


TOKHEIM CORPORATION 
DESIGNERS AND BUILDERS OF SUPERIOR EQUIPMENT 
FORT WAYNE 1 SINCE 1901 INDIANA 


Subsidiaries: Tokheim N. V., Leiden, Holland—GenPro, Inc., Shelbyville, Indiana 
Factory Branch: 475 Ninth Street, San Francisco 3, California 
In Canada: Tokheim-Reeder of Canada, Ltd., 205 Yonge St., Toronto, Ontario 
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